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1MING UP: 
Government Programs. National Association of Retired Federal Employees, 
North Miami Beach, 1 p.m. For information call Janet Crozier, (904) 464-1113. 
Dade County Medical Advisory Committee Dinner. Starts at 6:30 p.m. For 
information, call Alicia Reddy, 1 (800) 634-4118. 
Medicare Part B General Seminar. The Marriott Bay Point Resort, 100 Del wood 
Beach Rd. Panama City. For information, call Betty Williams at (904) 798-
3810. 
Government Programs. Longboat Harbor, Longboat Key. For more informa­
tion, call Janet Crozier, (904) 464-1113. 
Government Programs. Meese Health Center, Dunedin, 1 p.m. For information., 
call Janet Crozier, (904) 464-1113. 
Employees Club. Final day to tum in all March of Dimes money raised through 
flat donations for the April 7 Walkathon. For more information, call Pam 
Stubbs, (904) 791-6545. 
Paul Baroco discusses "Practicing Medicine in the 1990s." Pensacola Rotary 
Club, Pensacola, 12 noon. For information, call Todd Torgersen, (904) 484-
7500. 
Palm Beach County Medical Advisory Committee Dinner. Starts at 6:30 p.m. 
For information, call Alicia Reddy, 1 (800) 634-4118. 
ril 7: Walkathon at Metropolitan Park. Join your co-workers in a 10-mile walk and raise money for the March of 
1es. Assemble at 8 a.m., start the walk at 9 a.m. The goal is to raise $7,500 and have 400 employees participate. 
1irts and refreshments provided. For information, call Pam Stubbs at 791-6545. 
To publicize your department's upcoming events, please call 791-6329. 
The deadline for submitting information for the April calendar is March 15. 
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TELEMARKETING 
SALES CONSULTANT OFTHEYEAR 
In Pursuit of Excellence ... 
"Quality is an attitude. It doesn't have a beginning or a middle. And it 
better not have an end. The quality of a product, and of the process of 
arriving at that product, has to go on and on to become part of every em­
ployee's mindset. 
"Quality isn't something you can buy; it's something you must attain 
-- through people. The quality improvement process is just ink on paper 
until workers breathe some life into the process. 
"This sounds corny as hell, but everybody in an organization has to 
believe that their very livelihood is based on the quality·.of the product 
they deliver. They must truly think that quality is the only thing that buys 
them groceries and pays their mortgage and puts their kids through col­
lege. And they have to go after it with all the fervor of converts to a new 
religion." -- Lee Iacocca, Talking Straight 
"Coming together is a beginning; keeping together is progress; working 
together is success." -- Henry Ford 
"If one advances confidently in the direction of his dreams, and endeavors 
to live the life which he has imagined, he will meet with a success unex­
pected in common hours." -- Henry David Thoreau 
Quest For 
Excellence 
By Rejeanne Davis Ashley 
B usiness trips are business trips, 
unless the business at hand involves 
BCBSFs corporate sponsorship of 
the 1992 Olympics, in which case 
fun and games are the order of the 
day. So it was on a recent trip to 
Colorado Springs, Colorado, where 
I joined a group of other hapless 
designees from various Blue Cross 
and Blue Shield Plans in a series of 
escapades we affectionately called 
the Olympics from hell. Memorable 
events included The Amoeba 
Slalom, The SlobSled, and The Ping 
Pong Relay. 
For The Amoeba Slalom, groups 
of formerly dignified directors and 
vice presidents were tied together to 
run as one heaving mass around an 
obstacle course. In The Slobsled, a 
blindfolded driver, pushed by a 
breathless teammate, tried to 
navigate a Red Flyer wagon around 
traffic cones. During The Ping Pong 
Relay, a Plan president and CEO 
crawled on his hands and knees, 
blowing a ping pong ball from one 
side of a convention room to the 
other. Ah, the games. 
But of course there was a 
method to all this madness. The 
games were vivid, physical (and 
exhausting) demonstrations of the 
importance of teamwork, leadership 
and excellence -- the corporate 
themes for the 1992 Olympics, to be 
held in Barcelona, Spain and 
Albertville, France. 
The highlight of the coordina­
tors' workshop (no, it wasn't winning 
a gold and a silver medal in the 
Olympics from hell) was a stirring 
speech delivered by Olympic 
swimmer John Naber, who won four 
gold medals and one silver medal in 
POSTSCRIPT 
the 1976 Olympics. A tall, self­
possessed and dignified champion, 
Naber enthralled his audience with 
stories of Olympics -- the medalists, 
the aging champions and the unsung 
heroes of the games. 
On his quest for athletic excel­
lence, Naber developed and followed 
an eight-step process that led him to 
become a champion. He defines a 
champion as "an ordinary person who 
does something extraordinary." Now 
a successful businessman in Pasad­
ena, California, Naber suggests that 
the same steps he used to achieve his 
athletic goals can easily be translated 
into the personal and professional 
arena. 
The first step, Naber says, is 
basic. It begins with a desire, or 
dream of accomplishment. Profes­
sionally, you might aspire to be a de­
partment manager, or run your own 
company, or become president of the 
United States. Personally, you 
might want to win a marathon, write 
a novel or master a musical instru­
ment. You think about what it would 
be like to realize your dream and you 
enjoy the feeling that comes from 
thinking about it 
This feeling leads to the second 
step -- faith. You have to believe 
that you can realize your dream. 
You are motivated to achieve by an 
expectation of reward -- that desired 
feeling, the feeling of being a 
champion. 
The third step is to set concrete, 
measurable goals -- to make a 
decision to commit yourself to the 
dream. You decide how you'd like to 
be remembered and you determine 
how you will measure success. For 
example, in two years, you will race 
in and finish the Boston Marathon. 
Or, in five years, you will own and 
operate your own business. 
Once you've set your goals and 
time frame, the fourth step is to 
develop a plan and set a direction 
for yourself. Take inventory of your 
skills to determine how you get from 
where you are to where you 
be. 
The fifth step involves a 
of little steps -- what Naber 
"stepping stones." These are 
short-range objectives. Mayl 
goal is to lose 45 pounds by 
of the year. A stepping stone 
be that you'd determine to lo 
pounds a month. You can ev 
your progress regularly and , 
your diet or exercise routine 
not meeting your short-rang( 
The first five steps are 
mental. The next three steps 
the winners from everyone e 
The sixth step is hard w 
Plenty of hard work. You m 
follow your diet, or do your , 
routine, or take your manage 
courses or practice the piano 
regularly. Determinedly. Doi 
Naber has an expression for l 
phase of the process: No dep 
return. If you're not willing t, 
price, then you don't deserve 
reward. 
This leads to step 7 -- wi 
power. Willpower wakes yrn 
a.m. on a cold morning to rm 
miles. It enables you to pass 
mother's fresh-baked blueber 
forces you to prepare twice a 
for a final exam. It's the oppc 
"won't power." It is disciplim 
"thins the field" most. 
After all the hard work a 
preparation and training -- be 
physical and mental -- the fit 
is performance under press 
doing what you've trained to 
worked to accomplish when i 
matters most. It means that y, 
deliver a polished, precise re1 
your boss. It means that you : 
fastest or strongest or smartei 
it really counts. 
Naber's definition of cha 
-- ordinary people doing extr: 
nary things -- allows each of 
dream of glory and sets us on 
quest for excellence. • 
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New 
�mployees 
me employees hired through 
February 15, 1990) 
l,. Atteberry, Central Region Major Accounts, 7T N. Barbian, Mail Operations, IC L,. Bickel, Internal Audit, 3C 
W. Bloom, Medical Director, MIA L. Boswell, Optical Scanning Operations, S WD ,. Burriesci, FEP Correspon­dence, 4T E. Capote, Medical-Brevard, ORL 
rie J. Costantino, Medical lministraion, HOI, UBM 
Maria Cox, Med B Provider Reimbursement, SWD 
1e Crews, Medicare B ACS, 14T 
nna M. Crews, Information Department, 4T 
elle L. Daniels, Information Department, 4T ty L. Fields, Group Direct Market Support,6C 
y L. Fitzpatrick, Telephone nformation Area II, 4T 
!r L. Fletcher, State Group Customer Service, 7C 
A. Gay, Pres. Life Insurance Subsidiary, FCL 
dra L. Gieryn, Employment Employee Relations, 1 T M. Goshay, Med B Comm­!uality Audit/IX, SWD ·. Hertel, Customer Service, Tri-County, ORL .,. Hood, FEP Provider Entry, 6T 
ifer C. Huggins, Customer :rvice Tri-County, ORL 
:y D. Jacobs, Central Region Major Accounts, 7T 
James, Litigations Research, 6T 
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IN THE SPOTLIGHT 
Michael R. Johnson, President's Office, 20T 
Tara T. Jones, Marketing Director, JAX 
Carolyn A. Kendrick, State Group Customer Service, 7C 
Robert J. Larkin, Marketing Director, JAX 
Jody L. Lavalley, Central Region Major Accounts, 7T 
Keith G. Lewis, Housekeeping, IC 
Christine K. Lyttle, Employment & Employee Relations, 1 T 
Jill D. Mahoney, Dir. Claims Entry, 5T 
Louann Marshall, Marketing Per­sonnel Development, 3C 
Cheryl A. Matthews, Compensation & Benefits, 1 T 
Denise M. McCalla, Provider Relations, MIA 
Marilyn M. McFarlane, Claims Manager, MIA 
Jennifer L. McKnight, FEP Corre­spondence, 4T 
Marva L. Mervin, Northern Region Major Accounts, 7T 
Jeannette P. Myers, Dir. Claims Entry, 5T 
Gail Nathanson, Utilization/Review, MIA 
Colleen A. Parrish, Telephone Information Area II, 4T 
Suzanne M. Pickrell, Corporate Real Estate Operations, SWD 
Dyneshia J. Platts, Optical Scanning Operations, SWD 
Beverly A. Prescod, Comprehensive Suspense II, 4T 
Malissa P. Priester, Private Busi­ness Training, 3T 
Benita G. Primus, Local Group Enrollment, 6C 
Shirley J. Ray, Employment & Employee Relations, 1 T 
Bonnie H. Redlinger, Major Accts/ Broward County, 7T 
Laura J. Riggs, Major Accts/ Broward County, 7T 
Andrea L. Rolle, FEP Telephone Inquiries, 4 T 
Kelly D. Smallwood, Manager Corporate Receivables, 11 T 
Alyson A. Streeter, Operations/ Claims/Membership, HTM 
Kevin R. Tincher, Direct Market Inquiries Over 65, 4T 
Ida M. Wiley, HOI Accounting & Reporting, 12T 
Jonni R. Wilkinson, Cost Account­ing, 2C 
Karin D. Williams, Optical Scan­ning Operations, SWD 
Ellen K. Willingham, V /R Polk, LKD 
Maryann M. Worts, Utilization/ Review, MIA • 
CUSTOMER SERVICE 
Respect For Seniors Do you regularly interact with senior citizens? If you do, treat them the way you like to be treated, with courtesy and respect • Don't assume a senior can't 
hear. Before you raise your voice to a senior, find out if he or she can hear and communicate well. It's better for them to ask you to speak louder than to insult them by shouting. • Get rid of the perception that 
seniors have to be treated like 
children. Don't resort to singsong cadences or childlike language when you're talking to a senior. • Don't be deceived into believing 
that the elderly don't know what's 
going on and won't realize it if you're talking down to them. Most do and will. • Do whatever it takes to avoid 
angering, embarrassing or frus­
trating the seniors you encounter. Remember -- some day you'll be a senior, too. How will you want to be treated when your hair turns gray? 
Source: Tony Fulginiti, public relations editor, 
Communications Brufings, February, 1990. 
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Committed to Excellence -- The winners of the 1989 
Management and Professionals Awards 
DEPARTMENTS 
The Big Picture -- News from around the nation. 
Employees Only -- A matter of time, direct deposit, and 
company financials for 1989. 
Florida Focus -- The Market Research department; con­
struction update, and a big pile of white stuff ... 
In The Spotlight -- Award-winning employees, anniver­
sary-celebrating employees and new, adjusting employees. 
Postscript -- John Naber goes for the goal. 
Calendar -- So much to do, so little time ... 
SNAPSHOTS 
Health -- Soothing a sore throat. 
Manager's Memo -- Talcing risks. 
For Your Benefit -- SelectFund changes. 
Take A Bite Out Of Crime -- Don't be conned. 
Customer Service -- Respect your elders. 
Mario Hernandez, Michael Legan, Marjorie Moe, Pamela Prentice, Alicia Reddy, Pam Stubbs, Todd Torgersen, Betty Williams 
Profile is produced monthly by the Public Relations division for the employees of Blue Cross and Blue Shield of Florida. All rights are reserved. This magazine or parts thereof may not be reproduced in any form without permission. Copyright© 1990. 
We welcome your com-ments and contributions. To submit information, contact the editor, Rejeanne Davis Ashley, (904) 791-6329 or the manager, Thomas A. Gniech, (904) 791-6122. Profile is produced on an IBM desktop publishing system and printed by the award­winning Corporate Print Shop in Jacksonville, Florida. 
Attention all photographers! Profile needs your help ... If you're 
interested in taking pictures of employees and BCBSF activities, 
we want to talk to you. Please call (904) 791-6329. 
All articles, photographs and story ideas can be submitted to 
Profile, do Public Relations, 532 Riverside Avenue, Jacksonville, 
Florida 32202. 
On The Cover 
Photographer: Terry Wilmot. Special thanks to Robert Endriss, 
Buddy Gazaleh, Larry Payne and Loretta Stanley for the use of 
their awards. 
'Baaness you can get easify, in quantity: tfie roaa is SttWotfi, 
and it fies dose 6y. 'But in front of e�e«ence tlie imttWrtal 
gods liave put sweat, and Cong and steep is tlie way to it, 
and rougli at first. 'But wlien you come to tlie top, tlien it is 
easy, even tliougli it is liard. 
--Hesiod, c. 700 B.C. 
COMMITTED TO 
EXCELLENCE 
'E xcellence. Only a few achieve it, but most aspire to it. At Blue 
Cross and Blue Shield, excellence is a lifelong quest -- something 
we're all charged with if the company is to succeed. This year, an un­
precedented number of individuals were recognized for outstanding 
achievement in their fields. At the annual awards banquet, 71 managers 
and professionals received exquisite Waterford crystal decanters, en­
graved plaques, and cash. 
The gifts are tangible tokens of appreciation for a job well done -­
and they are visible reminders that good work does not go unnoticed. 
4 MARCH 1990 
15 years 
Annie M. Collins, Cost Accounting, 2C 
Barbara G. Dinkins, Accounts 
Payable, 11 T 
Shah Wbann J. Godfrey, PPC Customer Service, 5T 
Walter L. James, Information Systems-National, lOC 
Carol L. McIntyre, HOI Claims Improvement Project, HTF 
Linda A. Whitfield, Medicare B Claims Examining, 14T 
Rosa H. Williams, Mail Extracting, 7T 
20 years 
Mildred Baxter, HOI Claims Im­provement Project, HTF 
Betty E. Black, Quality Assurance, 7C 
Theopane Crews, FEP Correspon­dence, 4T 
Bonnie I. Flowers, Direct Market Operations Support, SC 
Mattie E. Griffis, Customer Sup­port, 9T 
Lavone Hasan, Inpatient Benefit Section, 9C 
Robert E. Hewett, Capacity Plan­ning, 9T 
Tony A. Hubbard, Major Accounts Administration, 3C 
Jean M. Jerris, Director Claims, 16T 
Thomas R. Lee, Financial Planning and Analysis, HOI, 12T 
Albert L. Pfeifer, PAS-Hardware Support, PHS 
Joyce L. Smith, Product & Rate Administration, 6C 
Dennis J. Thompson, Marketing Tri-County, COA 
Olivia Watson, Quality Assurance, 7C 
25 Years 
Patricia B. Pate, Marketing Service & Administration, FTL 
In. the plwtograph, Fort IAuderdale buddies 
Palley Pate ( on the left), Loretta Dorr and 
Nancy IAwton celebrate at a retirement party. 
All her co-workers sent her an anniversary note: 
w 
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Have you ever . . . You don't get somethmg 
Given your credit card for nothing. number to a phone 2. Don't trust strangers solicitor? who offer you instant cash. Purchased land you 3. Get more information haven't seen? before buying "the sure 
Bought stock on a strang­er's suggestion? 
Agreed to home repairs that were quick, cheap, and paid for up front? 
Sent money as part of a chain letter? 
Invested in a promising new company that quickly went out of business? 
Last year, swindlers used scams to cheat consumers out of about 40 million dollars. 
Be skeptical of anything that sounds too good to be true or promises easy money. If you are the vic­tim of a con artist, report it to the police immedi­ately. Get the word out to help protect your friends and neighbors. 
Think smart, avoid 
cons 
1. If it sounds too good to be true, it probably is. 
thing." 
4. Check out charities before contributing. 
5. Don't give your credit card number to anyone over the phone. 6. Learn about con games operating in your commu­nity and alert your friends and your neighborhood watch group. 
7. Write a letter to the editor of your local news­paper to alert others. 
Who can help if you've 
been conned? 
The Police or Sheriff's Department The Consumer Protection Agency Your District Attorney The Postal Inspector Chamber of Commerce Better Business Bureau A TAKE A BITE OUT OF �au• 
"The employees of the Soutl Region and the Fort Lauden: office in particular would lik extend their heartfelt best wi congratulations to Pat Pate a celebrates her 25th annivers, service with BCBSF. Pattey, for all you do -- we love you 
PROF: 
FOR YOUR BENEFIT 
By Bev Ames 
SelectFund and Proposed Regulatory Changes uring the open enrollment process in December, you were given the urtunity to enroll in the SelectFund Program. SelectFund is a Blue �n Benefits program that will help you save tax dollars by paying for f-pocket medical and dependent care expenses with pre-tax dollars. e Internal Revenue Service (IRS) has issued proposed regulations that affect the processing of reimbursement from the SelectFund accounts. se regulations, when approved, are expected to become effective retro-e to January 1, 1 990. Therefore, BCBSF will be acting in good faith mply with them in 1990. These proposed regulations only affect 
fical reimbursements from the Health Care Account. There have � no changes to the reimbursement of Dependent Care expenses. If you enrolled in SelectFund for 1990, you should already have been notified �eming the details of these regulations, so this will just be a reminder. if you're considering SelectFund for the future, review these regula-� to make sure you understand the reimbursement process. This is a ary of the proposed IRS regulations: 1. The total of your annual contributions to the Health Care Account iwill be available to pay claims at all times during the plan year, re­ardless of whether the account balance has sufficient funds when the pay�e_nt is due. BCBSF will release f�nds to P�n-Wel, the program admm1strator, to cover the total of claims submitted as long as the fotal does not exceed the annual contribution level. For example, if �ou were to incur a medical expense of $200 and the current balance n your Health Care Account equals only $100, Pen-Wei has been uthorized by BCBSF to reimburse you $200, as long as your current account balance plus future contributions will equal or exceed $200. 
Iv our account statement will simply indicate a negative balance until ou have accumulated the additional $ 100 in your account . Premiums for medical insurance other than BCBSF premiums are o longer eligible for reimbursement. For example, medical premiums 
����pouse's insurance through another employer are not reimbur-
6. Upon termination from the company during a plan year (January through December), you have two options concerning your participa-. on in the Health Care Account of the SeleclFund: • Discontinue your contributions to the program when your termina­tion is effective • Continue contributions to the program on an after-tax basis and participate through the end of the plan year. This will enable you to continue receiving reimbursements for eligible expenses through December 31, 1990. 
previously stated, this change in the processing of reimburse­
does not affect the Dependent Care Account, only medical 
nses reimbursed through the Health Care Account. ou want more details on the proposed regulations or on the Select­program, call employee Benefits at (904) 791-6408 or 791-6923 or by the Employee Benefits department on I-Tower. 
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IN THE SPOTLIGHT 
Service 
Anniversaries 
The following employees are celebrating service anniversaries in March: 
5 years 
Nancy M. Bateh, Plan Services, Inc., PJX 
Phyllis H. Doolittle, Marketing Director, JAX 
Cynthia F. Doss, HMO National Accounts, 3C 
Karen S. Farmer, Dir Systems Organization, 6C 
Etoye D. Flornoy, Manager of Telephone Communications, 19T 
Ingrid E. Goetz, Provider Relations, FIL 
Louis Gruninger, IV, Payroll, l lT 
Beatrice Hall , Med A Product & Quality Control, 9C 
Quentin J. Herring, Cash Manage­ment, l lT 
Nelson E. Humphrey, Information Systems-National, lOC 
Renee D. Karp, West Palm Beach, FIL 
Gertrude W. McCall, Word Proc­essing Center. 2C 
Susan F. McKenzie, Corporate Real Estate Operations, GIL 
Philip A. Radabaugh, Research and Development, IOC 
Betty A. Riddle, FEP Correspon­dence, 4T 
Debra R. Taylor, Corporate Plan­ning, 2C 
Linda 0. White, PAR Administra­tion, 3T 
10 years 
Victoria B. Chapman, Programmer Training, 9T 
Arvellia L. Peterson, Med B. Secondary Payer, SWD 
This is how the process works: 
employees who achieve results 
qualified as outstanding -- above 
and beyond direct job responsi­
bilities and accountabilities -­
are nominated by someone in 
their division. The nominations 
are then submitted to the group 
senior vice president for review. 
Then the nominations are sub­
mitted to executive staff for their 
review and approval. Finally, 
the president reviews and ap­
proves the nominations. 
These are the individuals 
re<:ognized for outstanding 
achievement: 
PRIVATE BUSINESS 
OPERATIONS 
Management 
Jeannette Bajalia 
Buddy Gazaleh 
Sandra Hamlin 
Roger Holton 
Elaine Kern 
Leanne King 
Irene Manassa 
Susan McKenzie 
Janet Morris 
Ronnie Rountree 
Donna Schwendimann 
Teri Small 
Martha Wiswell 
Individual Contributors 
Beth Burwell 
Larraine Cranford 
Vicki Cripps 
Dianne Davis 
Lonnie Holton 
Chris Hontz 
Suzanne Horne 
Joel Smith 
Anette Spicer 
Dennis Timms 
Craig Thomas 
GOVERNMENT 
PROGRAMS 
Management 
Roslyn Evans Adams 
Diane Carrigg 
Lynn Esposito 
F. Lamar James 
Thelma McCurdy 
Suman K. Makker 
Bruce E. Martin 
Debra J. Richardson 
Karen Tingen 
Individual Contributors 
Carlos Carrero 
William D. Carter 
Delphiane "Del" Detrick 
Loretta Johnson 
Lisa Magriplis 
Gary Lynn Rigg 
Robert L. Solomon 
MARKETING AND 
REGIONS 
Management 
Rita M. Maile 
Effie L. Oates 
Virginia Parsons 
Susie Reizen 
Joyce Reynolds 
Barbara Schreiner 
Individual Contributors 
Emelia Belford 
Norman H. Cosper 
Constance Kuehn 
Paula McKenna 
Sandra Murgatroyd 
Janet Pringle 
HIS AND MARKETING 
Management 
Cathleen I. Gibson 
Bruce Kujawa 
Individual Contributors 
Linda Blake 
John Bookstaver 
Jeff Copeland 
Glorian P. "Pat" Hiers 
Tina Johns 
Lydia Laugavitz 
George Lewis 
Ann O'Neal 
Cindy Tanton 
HUMAN RESOURCES 
Management 
Deborah Williams 
Individual Contributor 
Frederick "Rick" Hendricks 
FINANCE 
Management 
Pat Lundquist 
Individual Contributors 
Wayne Adams 
G. Alan Both 
Philip B. Kane 
Sandra S. Smith 
Gloria Statham 
PROFILE 5 
NATIONAL 
NEWS 
AFFECTING 
YOU AND 
THE BLUES 
Tiu infomuJlion and opinioM ex­
pressed in tluse articles do not MC• 
usarily refl«t tJw views of Blw 
Cross and Blw Sltuld of Florida. 
Fickle Folks What does Blue Cross and Blue Shield insurance have in common with Nestle's Crunch, Sears stores, Holiday Inns, Schick razors and Lipton Soup? They're all falling out of favor with the American public, accord­ing to a new survey of 1,000 consumers aged 15 and older. Total Research Corporation polled con­sumers for their attitudes on 91 brands in different market categories. The survey found that consum­ers rated Mercedes-Benz automobiles and Kodak film tops in quality, but 
6 MARCH 1990 
THE BIG PICTURE 
Continental Airlines and MTV near the bottom. John Morton, who devel­oped the idea for the research, said the broad perspective of respondents demonstrates that even products strong in their own fields sometimes need image boosts. "You get lost in your qwn product category and you may think you're doing pretty well when actually you're very vulnerable," he said. 
-- The Chicago Sun-Times 
The Ethics Of 
Health Care The nation's health care cost crisis won't be solved by greater effi­ciency, or increased competition, or managed care, or new technology, or more controls over hospital and doctor bills, or more government fixes, or even national health insurance, says medical ethicist Daniel Callahan. He thinks people must lower their expectations of health care and medical progress and change the value systems, 
habits and desires that are driving health care costs even higher. Callahan, director of the Hastings Center, has written a book, What Kind 
of Life: The Limits of 
Medical Progress (Simon & Schuster). In it, Callahan outlines how society can draw the line. He suggests, for example, that because death is inevitable, society should limit the public provision of expensive, life-extending medical treatment for people who have reached their late '70s or early '80s, although they should be entitled to decent, kindly care. It might also be reasonable, Callahan says, to stop research on how to save newborns weighing less than 500 grams, or on expensive, high-tech treatment that may not be able to restore a good quality of life. 
Callahan proposes pri­oritizing medical care into five levels. First is basic care, relief of pain, nursing, simple mental health programs. Second is nutrition, sanitation, health promotion, prenatal care and preventive medicine. Third is antibiotics, protection against infec­tious diseases and immuni­zations. The fourth category includes emer­gency medicine, primary care, simple surgery and rehabilitation, and inex­pensive forms of diagnosis and therapy. All of these have the greatest impact on mortal­ity and health at the lowest cost pe capita, and contrib­ute most to the common goal and should have priority, says Callahan. The fifth level includes advanced forms of medical care and restora­tion, such as advanced surgery, cancer chemother-
.. 
In the front row, 1-r: Larry Murph, Quinton Edwards, Dell Herndon, Richard Odum, Howard 
Drayson, Buddy Gaza/eh. Middle row: Fred Barnhart, Steve McCann, Wash Burns, Mike Dunlap, 
Andrew Green. Back row: John Winslow, Allen Young. Not pictured: Bob lacy, Big John 
Williarmon, Denny Goebel, David Morgan. 
Excellent Impression 
By Buddy Gazaleb 
The Corporate Printing depart­ment was the big winner at the 1989 Gallery of Superb Printing awards banquet held Saturday, January 20. We won twelve awards, including seven first place awards! The Jacksonville Chapter of the International Association of Printing House Craftsmen sponsors the event annually to recognize the printing quality of local commercial and in­plant printing plants. More than 120 people from the reprographics industry and Mayor Tommy Hazouri attended the banquet at the Prime Osborn Convention Center. Other leading commercial and in-house printing companies who sent representatives and submitted printed entries included Financial, Paramount-Miller, Allied, Brut and Gulf Life Insurance. The fact that we won twelve awards with this caliber of competitors demonstrates the BCBSF Print Shop's real, ongoing commitment to excellence. Ours is the largest and most productive in-plant shop in the city. based on benchmarking conducted with other in-house plants, including Gulf Life Insurance Company, the City of Jacksonville, and Independ­ent Life Insurance Company. Last year, 2,526 different jobs were 
produced (with a grand total of 57,398,166 impressions). Of those jobs, 97 .2 percent were completed on or before schedule, and 99 .6 percent met the quality expectations of the customers. Additional research shows that work produced in-house is, on the average, 35 percent less costly. 
Division 2 champs are: (in 
the back row) Reagan 
Soots, DeAryl Tremble and 
Frank Gioradano; (in the 
middle) Mary Jones, F·- �;, Marjorie Stevens, Dee �• 
Wilcox and Tobi Picciuolo; 
(in front) Billy Barnes. 
MANAGER'S Ml 
Encourage Staff To Tak� To encourage your staff -to take prudent risks, try approach: Prepare 3 "x 5" that state: "I can __ __, after all, I did ---� Ask your staff to fill in th� blank for the risk they'd lil take and the second with � have taken. 
Bxample: One employee to increase his visibility i company. He knew that 01 to do that was to make m presentations before grout he lacked confidence in ' So his card read, "I can "l presentation to the produc department; after all, I di ski." 
Source: The Can-Do Manager: � 
Your Employees To Take Risks, � 
And Gd Things Done, by Tess Kl 
amacom, 135 W. 50th St., NY, 
Commwaications Brufuags, '1J90: 
The 1989 sea. 
volleyball tea, 
tournament c, 
Division 1 art 
to right: Cha, 
Graziano, Re, 
Alfred Floyd, 
Mclane, Eric 
Debbie Easor. 
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® 
Excellent Service 
Provide to our customers predictable, under­
standable, hassle-free service that is consistent 
with their expectations at purchase and that 
minimizes the need for customer involvement 
with payment to providers. 
Financial Strength 
Maintain Blue Cross and Blue Shield of Florida 
as a financially strong and competitive organi­
zation. 
Market Share 
Attain dominant private market share consistent 
with financial soundness, delivery of superior 
service and our overall provider strategy. 
Blue Cross 
Blue Shield 
of Florida 
OBJECTIVES 
Nat ional Association 
Support a strong, effective national organiza­
tion of Plans. 
Organizational Effectiveness 
Develop and maintain an effective, highly mo­
tivated and productive organization. 
Provider Relationships 
Create sustainable competitive advantage 
through effective business relationships with 
providers. 
Publ ic Understanding 
Gain public and governmental understanding, 
acceptance and support of corporate policies, 
programs and actions. 
Peop{e, p{aces, tliings . . .  
Hey, Profile ! Do a story about: 
Service 
:anley Style 
thought I had no sales talents," >retta Stanley, the Telemarket­es Representative of the year. �tanley joined Blue Cross and hield of Florida in 1981 as a ary employee in the customer area, the company had just teed its third rate increase for r -- so she had plenty of ex­g to do to customers. mley had been in Direct Cor­ience for one year when the rrketing department was . She was asked to join the de-
congratulates Loretta Stanley, 
iing Sales Representative of the year. 
IN THE SPOTLIGHT 
partment, but she declined, fearing it was just another temporary position. She also didn't think she had the skills for sales. A second offer came -- for a full­time position -- and Stanley ac­cepted. She's been in the Telemarket­ing department ever since, and is now the proud recipient of a person­alized plaque and gift certificates for $150 for her outstanding sales abilities. Stanley says her job is "simply a matter of making people understand and listening to their needs." Stanley is quick to credit the entire department for its contribution to corporate objectives. "Telemarket­ing provides a service to the com­pany, but it provides a greater service to the customer. When we [in the Telemarketing Department] explain the products, people always know what they're getting. Our job is to eliminate confusion." In expressing gratitude for the recognition she received for her ac­complishments, Stanley also thanked the company for the new director of the Telemarketing department, Al Pratico. "Mr. Pratico has done a lot for us," says Stanley. "We have a great team." 
HEALTH 
1roats are a common medical complaint this time of year. mild sore throat -- one associated with a cold or flu -- can be made omfortable with the following remedies: Increase liquid intake --ea with honey is a popular home remedy • Use a steamer or humidi­
your bedroom • Gargle with warm salt water several times a day. (1/4 m of salt in 1/2 cup water) • Take a mild pain reliever • Take non­ption throat lozenges. hen a sore throat is severe, persists longer that the usual five-to-seven­ration of a cold or flu and is not associated with an avoidable allergy ltion, you should seek medical attention. If the following signs and ,ms appear, see a physician: ·e and prolonged sore throat • Difficulty in breathing, swallowing or g the mouth • Joint pains • Earache • Rash • Fever over 101 degrees • in saliva or phlegm • Frequently recurring sore throat • Lump in the Hoarseness lasting more than two weeks. 
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Facilities & Office 
---- Services 
Division 
Winners 
Manager of Real Estate 
Operations Lanny 
Felder congratulates 
Kathy Graves.facilities 
project coordinator. 
Manager of F aci/ ities 
and Engineering 
Mickey Rugg 
congratulates 
Annie Ruth Collins, 
housekeeper. 
Manager of Mail Op­
erations Fred Gatlin, 
Jr. and Marion 
Richardson, Inserting 
machine operator. 
Manager of Purchas­
ing and Services 
J ohnL Bentley and 
Mary Morgan, Repro­
graphics coordinator. 
apy and extensive rehabili­tation. Highly technologi­cal treatment such as dialysis, open-heart surgery and organ trans­plants make up the top level. Here, Callahan suggests, is where "several limitations on individual needs" should begin to appear. Individuals should bear the burden of proof that such treatment would be socially useful. "We are only now be­ginning to see that we cannot have it all. We cannot pursue medical advances wherever they lead us. We cannot give each individual what he or she may want or need to live some version of optimal health and longev­ity and, at the same time, have everything else needed to make a good society," he says. "We desperately need a universal health plan, one that makes a decent level of health care available to all. We no less desperately need a new set of values to accompany it. The one without the other would be useless, badly missing the point of our present crisis, which is moral and not just economic." -- The Chicago Tribune 
Children In Crisis The federal govern­ment and 44 states are not providing adequate pro­grams to help children in need, and the nation is falling behind other industrialized countries in reducing infant mortality. A study by the Children's Defense Fund found that the U.S. is trailing most other industri­alized nations in categories 
like immunizations against polio and other childhood diseases and preventing teenage pregnancy. The fund also ranked the fifty states and the District of Columbia according to their efforts to provide prenatal care and reduce infant mortality. Another group, the Center for the Study of Social Policy, made a similar ranking. Both studies listed Massachusetts, Connecti­cut and Vermont as making the best effort for children. The fund listed Maine, Minnesota and Delaware as making at least an "adequate" effort The center ranked New Hampshire and Wisconsin among the top states. Lower ranking on the fund's list were New Mexico, South Dakota, Kansas, Idaho and Colo­rado. Ranked as lowest were Louisiana, Missis­sippi, Georgia, Alabama and the District of Colum­bia. 
Marian Wright Edelman, president of the Children's Defense Fund, said the studies demon­strate that "the mounting crisis of our children and our families is a rebuke to everything America professes to be."  
-- The New York Times 
Oh, Baby! A normal pregnancy and delivery cost an average of $4,334 in 1989, according to a study conducted by the Health Insurance Association of America (HIAA). A survey of 173 hospitals na­tionwide indicated that the cost of having a baby has risen more than 25 percent over the past three years. Among reasons for the increase: rising medical malpractice insurance costs; greater use of prenatal tests such as amniocentesis, and more high-tech care for prema­ture and sick babies. The HIAA survey re­vealed: • Caesarean deliveries comprise 25 percent of deliveries in 1989, up from 17 percent in 1980. C-sections cost an average of $7,186. • At $4,456, the Northeast is the most expensive region for giving birth; the Midwest is the least at $4,149. • Private insurers cover maternity costs for 64 percent of women; hospi­tals absorb about $5 billion in unpaid maternity costs each year. • Physicians, who charge an average of $1,492, are present at 97 percent of deliveries; midwives, who charge an average of $994, 
handle 3 percent. • Less than 0.5 percent of births take place in birthing centers, which charge $1,000 less a day than hospitals do. The numbers using low-cost options such as midwives and birthing centers "have always been small and they've sort of leveled off," said Pat Schoeni, an HIAA spokes­woman. -- USA Today 
About Those 
Clinics Special clinics for giving birth appear to provide a safe alternative to hospitals for healthy women with normal pregnancies. A study published in the New England Journal 
of Medicine involved nearly 12,000 women who delivered infants at 84 birthing centers nation­wide. It found the centers to be safe both for mothers and their newborn babies. In addition, women who gave birth at the centers appear less likely to undergo Caesarean sections. There are about 132 freestanding birth centers in the U.S. ; about 20,000 of the estimated 3.5 million births each year take place in such centers. -- United Press Interna­
tional 
more 
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THE BIG PICTURE 
such as assistance with coverage, and an ever-
I . my 
eating, dressing and narrowing field of policies 
PPO bathing. The program also to choose from in the first covers home health care. place," the article said. Benefit payments range "If choice is important 
Companies and from $25 to $100 per day. to you, you're going to workers are enamored of Monthly premiums have to pay a lot for it," PPOs, said the American vary according to a said Neil Austin, manager subscriber's age and the of Health Plans at Pacific Association of Preferred benefit options selected. Bell. "The overall trend is Provider Organizations For example, a 50-year-old limiting choice." (AAPPO). Of 638 compa- who chooses nursing home The U.S. will spend nies surveyed by AAPPO, coverage that pays $75 a about $647 billion on one fourth offered PPO day would pay a monthly health care this year. coverage; of those, 77 premium of $33.59. After Private insurance rates rose percent were either "very" the program pays benefits an average of 20 percent in or "somewhat" satisfied with their provider. for 90 consecutive days, I 989; rates for cheaper subscribers' premiums are health maintenance Employers said they waived. organizations rose 17 .2 like PPOs mainly for their -- BCBSA percent. capacity to control costs. 
� 
To stem the tide, com-
-- Medicine & Health panies are trying various 
Protection Against tactics, all of which involve limiting benefits or 
Long-Term Care choice for workers unac-
Costs customed to paying their Responding to a own health bills. growing need, Blue Cross Some examples: and Blue Shield of Kansas • In January, Levi Strauss has introduced a new & Co. began charging health insurance product workers $50 a month to that protects against the cover spouses who could --cost of long-term care. but chose not to -- be "As health care and A Traditional covered by their own nursing home costs Sendoff companies. continue to rise, Kansans "Give a final nod to • In 1991, Pacific Bell will are increasingly eager for the traditional health replace its traditional plans the chance to insure insurance plan. It is dying," with a point-of-service themselves against the cost The Chicago Tribune policy that will charge of long-term care when reported. workers a minor fee if they illness or disability strikes, The insurance plan visit a physician on the or they get older," said under which employees company's approved list, Wayne Johnston, Plan and their families can but 30 percent of the president and CEO. choose any doctor and then medical bills if they see The new product pays pay 20 percent of the bill is physicians off the list. benefits for three levels of terminal, health consult- • After Chevron implc-nursing home care: ants say. mented a preferred intensive, round-the-clock "The 1990s are provider network in nursing; intermediate daily bringing patients payments Houston, "Only 30 percent supervision by a licensed of 30 percent or more, re- of employees stuck with nurse, and custodial care strictions on family their own physicians and 
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they paid 30 percent of bills for the privilege," said the article. Ghevron is considering expanding the program nationwide in 1991. • Like many businesses, some unions, such as the newspaper guild and the American Federation of teachers, are considering moves to put all workers under a single policy. Companies found that by offering workers many health plans, the healthiest workers chose the cheapest plans and the more frequently ill employees chose the traditional plans, especially those that offered mental health benefits, and many workers switched health plans annually to suit their needs. "You get this maneu-vering and it drives the indemnity plans into bankruptcy," said Alex Ross, manager of benefits for Chevron. As the trend escalates, it will cause a dramatic shakeout among both insurers and the public. The move away from many small HMOs to large insurance companies offering managed care plans threatens the future of HM Os that already are struggling financially. And for employees who already belong to HMOs, the switch often means they must find new ,physicians on the new policy's list, even if they don't have to pay more. 
-- The Chicago Tribune 
On The Move -- PBO 
To Go 
By Bob Cooper, Project Director for the Long-Term 
Facilities Strategic Plan 
In late February, the recommendation prepared by Coopers & Lybrand was presented to executive staff, who reviewed all relevant information before deciding that Private Business Operations should move to the 
new site, located at Freedom Commerce Center. The new facility is taking shape, as you can see in the photograph above, taken on January 30. The land was cleared so drainage pipes could be installed. Just a few weeks later, on February 16, the floor was poured and construction of the steel support systems was underway -- see the photograph below. Response to the transportation survey was a whop­ping 70 percent of employees. Some information you might find interesting: 46 percent of employees now park for free; 54 percent spend 25 minutes or less getting to work; 72 percent drive 15 miles or less to work (one way). In the next few weeks, you'll be receiving updates on the move, move schedules and the order in which different departments will be relocating. We'd like to encourage employees to share their questions and concerns with us -- we'll do our best to answer any questions you have. 
Shovel Off To . . .  
Jacksonville? 
Mario Hernandez, weekend building operator, had : unexpected assignment waiting for him right after Christmas -- shoveling some of the snow that fell tli weekend. In one of the worst storms of the century, Jacksonville was blanketed by inches of the white s Bob Hamilton, supervisor of engineering, took the 1 graph, right before he and Mario conducted the firs1 centennial Blue Cross and Blue Shield of Florida sr fight 
H.UfllOA Ill 
(.k:O.S.:, •• , AN 
�-
Executive secretary Debbie McMillan found this check when sorti, 
family memorabilia.  The check, sent to her husband's grandfather 
by the Florida Blue Cross Plan, is for $4 and is dated December 2 
Thanks for sharing it, Debbie! 
PROFI1 
l?or Your 
.formation 
nela Prentice, manager of 
rket Research department 
)St firms, Market Research 
management with informa-
1t the market to help in 
making. At Blue Cross and 
eld of Florida, the Market 
, department provides a 
·ange of services that help 
>any achieve its objectives. 
primary focus of the 
�nt's efforts is information 
fsis. Our job involves 
flg the information needs of 
as in the company, develop­
ods of gathering and sorting 
information, then translating 
:mation so management can 
it 
scope of the department's 
is vast, ranging from less 
.ted requests for prospect 
FLORIDA Focus 
lists in specific areas to major market 
segmentation projects that determine 
who our best potential customers are. 
Market Research analyzes market 
trends, customer attitudes and 
behavior, competitive activity and 
strategy and other market informa­
tion to draw conclusions about what 
we should be doing as a company. 
Although we don't have a crystal 
ball to help make decisions, we do 
have several standard research tools 
available as resources, including: 
• Primary research -- information 
that comes directly from the market 
(customer, provider, decision maker, 
etc.) It's usually obtained through a 
mail or phone survey or a focus 
group. 
• Secondary research -- information 
already obtained or published, 
including articles in periodicals, 
competitor proposals, enrollment 
information, or Department of 
Insurance filings. 
• Qualitative information -- data we 
gather by keeping our eyes open, 
listening to our customers, talking to 
sales representatives. It's not neces-
ight, in the front row: Elaine Kowalewski, Linda Wilson, Karen Holmes, Sally Markham, 
·acy Fife.  In the back row: DaYe McCammon, Mike Fagan, Danny Smith, Shirley Young, 
Pamela Prentice. Not pictured: Susan Schmitz and Terri Cobb. 
RCH 1990 
sarily predictive of the whole market, 
but it is important information. 
• Quantitative information -- data 
intended to predict market attitudes, 
opinions and behavior. 
Q ur research is conducted using a 
variety of techniques, but none is 
more important than understanding 
the business and being able to know 
the right questions to ask. Our work 
is effective only if it provides 
specific direction for the company. 
For this reason, we must coordinate 
and cooperate with other areas of the 
company if we are to be successful. 
The twelve members of the 
Market Research department have 
diverse backgrounds, with primary 
concentration in research, marketing 
and the health care industry. Projects 
are often completed using a team 
approach to bring a variety of special 
skills together to solve problems. 
Recently, the department 
completed a study on service from 
the customer's perspective, which 
was summarized in a written report 
and on video. This project is being 
expanded to delve into service issues 
from BCBSF subscribers' viewpoints 
so we can better understand what our 
customers want. 
Other projects in progress 
include: a group market study that 
will provide information to regional 
management to help segment their 
markets; a study for the Direct Pay 
Market on a retiree product; a project 
to assess physician reaction to new 
contracts in the Orlando area; and an 
analysis of competitor quality 
assurance programs. 
The Market Research staff is 
available for consultation on any 
research project, survey or market 
analysis project. We're located on the 
fourth floor of the Gilmore Building. 
If you have any questions about 
Market Research, call me at (904) 
791-6191 or Mike Fagan at 791-
6420. 
Helping The 
Uninsured 
Under pressure from 
government, business and 
consumer critics, many of 
the nation's health insur-
ance companies are calling 
for new federal and state 
laws to provide more 
affordable coverage for the 
t. nation's uninsured. 
Insurance industry 
spokesmen and govern-
( 
ment regulators said 
support for such legisla-
tion, while by no means 
universal in the industry, 
was a remarkable change 
after years of fighting new 
regulation, especially at 
the federal level. 
The legislation 
supported by insurers 
would place a limit on how 
much rates could be raised 
for workers at small 
businesses. Sharp rate 
increases have forced small 
firms to drop or not buy 
health coverage in recent 
years. 
At least 16 million 
working people do not 
have health coverage and 
many of them work in 
businesses with 25 or 
fewer employees, accord-
ing to federal estimates. 
Some of the measures 
also would make it illegal 
for insurance companies to 
• exclude people at small 
businesses who have 
catastrophic illnesses like 
t cancer or AIDS, or to 
single them and their 
fellow workers out for 
much higher rates. 
The measures also 
would set up industry 
financed insurance pools to 
spread the costs of expen-
sive illnesses, which 
currently lead to large rate 
increases for small busi-
nesses. 
Insurers concede billion in 1987. president, said that while 
that the proposal would While rates vary insurance claims by 
reduce their profits, but say across the country and doctors and hospitals were 
they have resorted to even among groups of still growing, the increases 
supporting tighter controls different sizes and ages in were not any larger in 1989 
for several reasons. One the same city, the most than in 1988. 
concern is for the welfare severe increases seem to be He said the turnaround 
of the uninsured. They also moderating as insurers play in the Plans' financial 
want to stop other insurers catch-up in a cycle of results was helped by cost 
from skimming the health care costs that are cutting, including staff 
healthiest consumers and still mounting. layoffs, as well as by the 
refusing to cover less In Michigan, for 1989 rate increases, 
profitable groups, giving example, insurance rates particularly at health 
the industry a bad name. rose less than 9 percent on maintenance organizations. 
Insurers add they are average for groups whose "Nationally, we went from 
worried about the future of policies came up for a $200 million loss in 
their business at a time annual renewal in January. HMOs in 1988 to a slight 
when many of their This contrasts with profit in 1989," Cue said. 
customers are beginning to increases of 18 percent to He added that 56 of the 74 
demand more regulation of 25 percent on such policies plans would report gains 
insurance companies and in the first half of 1989, for 1989. 
even national health said Rudolph DiFazio, a Among the Plans 
insurance. Blue Cross and Blue Shield cited by the Times article 
A greater government of Michigan spokesman. for showing year-end 
role would cut into the Albert A. Cardone, surpluses are Empire Blue 
health insurance compa- chairman of Empire Blue Cross and Blue Shield, 
nies' business, which is a Cross and Blue Shield, said Blue Cross and Blue Shield 
quarter of the $600 billion his plan was asking of Michigan, Blue Cross of 
that Americans will spend regulators for increases California, Blue Shield of 
on health care this year. averaging 11.6 percent California, Independence 
-- The New York Times Tresnowski said health Blue Cross, Blue Cross and 
insurers had just completed Blue Shield of Indiana, and 
Rates Leveling Off a cycle of three years of Blue Cross and Blue Shield 
After several years of losses, which would of the National Capital 
climbing steeply, increases probably be followed by Area. -- BCBSA 
in health insurance rates three years of gains. "The 
are leveling off in many cycle was triggered by What's Hot, 
parts of the country, unforseen costs as care was What's Not 
executives of the Blue moved outside of hospitals PPOs are "In" for 
Cross and Blue Shield to ambulatory settings such 1990, family doctors are 
Association told The New as doctors' offices and "Out," according to York Times. benefits were expanded in 
The trend in premium areas such as alcohol and 
Business Week magazine's 
annual list of hot trends. 
rates reflects a dramatic substance abuse," Also "In," universal health 
turnaround at the network Tresnowski said. "It took 
of Plans, which provide us a while to recognize the 
insurance; catastrophic 
health in�urance is "Out." 
benefits for 75 million trend and then to raise our -- Business Week 
people, according to the prices accordingly." 
article. Frederick F. Cue, a 
"It appears we are BCBSA senior vice 
going to end 1989 with a 
$1 billiQfl gain," said 
Bernard R. Tresnowski, 
BCBSA president. By 
comparison, the Plans lost 
$1 billion in 1988 and $2 
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EDUCATION AND 
ELUCIDATION 
FOR INQU IRING 
M INDS IN THE 
ORGAN IZATION 
It's About 
Time 
By Dave Dunnewald* 
"It's About Time" is the first of a 
series of articles on personal eco­
nomics designed to help you make 
the most of your personal re­
sources. In future issues, you'll 
read about using credit wisely, 
planning for retirement, buying a 
car or a major appliance, setting 
aside funds for college, and other 
fascinating topics. 
T ime. America seems to be starved for it. Many of us keep running faster but feel that we are less able than ever to keep up with all the demands on our time. In the past, it was often said that "time is money." Today, how­ever, time appears to be even more valuable than money. As evidence, rushed people pay someone else $20 to pick up drycleaning or $250 to cater a dinner. Others pay extra for take-out dinners because even microwave cooking is too slow. After conducting a number of sur­veys on the subject, pollster Lou Harris concludes, "Time may have become the most precious com­modity in the land." As with any commodity, the value of time depends on scarcity. A recent Harris poll found that the amount of leisure time enjoyed by 
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EMPLOYEES ONLY 
the average American has shrunk by 37 percent since 1973. Meanwhile, the average workweek has grown from 41 hours to 47 hours. If this trend contin­ues, Time magazine predicts that time could be to the 1990s what money was to the 1980s. 
42 Hours In A Day To find out just how short of time we are, USA Today surveyed experts earlier this year to find out how much time the average American should spend on various daily activities -- from work to "quality time" with pets. Result: Each day would have to be 42 
hours long to do everything that the 
experts say we should. 
Get Organized Americans waste a surprising amount of time on such frustrations as waiting in line or tied up in traffic. To find out how much, the time-management firm Priority Management Pittsburgh, Inc., sent researchers out with stopwatches to observe hundreds of people across the nation for a year. The study found that most people spend: 
• five years of their lives waiting in 
lines 
• six months sitting at traffic lights 
• one year searching for misplaced 
objects 
• eight months opening junk mail 
• four years doing housework 
• two years trying to return phone 
calls 
• six years eating "Most people don't realize how much time they're wasting," says the president of Priority Management. "The whole point is to spend the time doing the things that you want to do, rather than the things you dislike." To avoid wasting time, start by getting organized. The following tips should help: 
• Spend 5 or 10 minutes at the end 
of each day making realistic lists of 
the most important things to be 
done the next day. By focusing your energies and serving as a handy reminder, this investment of a few minutes could save many hours each week. You'll also reduce frustration and increase your reliability at work and at home. 
• A void delays whenever possible 
by planning travel routes and times 
and by listening to travel reports. Plot your course when doing errands so that you move in the most direct way. Time trips to the bank and other busy places to avoid lunch-hour or rush-hour waits. Eat lunch before or after the rush. If you have the option, change your work schedule to avoid heavy rush-hour travel. 
• Find cleaning, auto repair and other 
services near work, rather than near home. 
• Spend less time searching for 
things by having a place for every­thing at home and at work -- espe­cially items used often, such as keys and glasses. 
• Watch less television, shop by 
phone, buy low-maintenance clothes and appliances, screen calls on an an­swering machine and give up trying to keep the perfect household. • Most important, put together a list 
of your long-term goals for work 
and home. These will help you to stay focused on what is important to you. Then set weekly objectives that 
• 
l 
include the most important activities for you to reach your long-term goals. Your daily plan should be designed around these objectives. 
Utilize "Dead Time" Our least productive times tend to be in small chunks, so we usually do not even notice them. You may be surprised, however, at how much you can accomplish in these small parcels of time. In 5 minutes, you can prepare a to-do list, write a short note, or make an appointment. In 10 
minutes, you can make a brief phone call or two, organize a pile of papers, proofread a report, make a purchase by phone or make notes for an upcoming meeting or activity. In 30 minutes or less, you could fill out a form for work, outline plans for a major project or skim trade journals or magazines. To make the most of these un­productive times, experts suggest the following strategies: 
• Keep a list of small, mobile tasks 
that must eventually be done. This could include odds and ends such as material to read, thank-you notes to write, phone calls to make and tickets to order. That way, when you must unexpectedly wait, you will not waste time trying to remember what needs to be done. 
• Do two things at once. Those activities that do not require your full attention can be doubled up. For instance, use a pocket tape recorder to dictate memos or record ideas while you are stuck in traffic. Sort and sign routine papers while on hold on the telephone. 
• Always carry reading material or other projects with you so that you will have something productive to do while waiting. • Use travel time on airplanes to write reports or to do other work that requires concentration. Putting on headphones (with the sound oft) helps limit conversation with other passengers. 
• Tailor the tasks to your energy 
level. If an unexpected parcel of time appears during your most productive time of day, you may be able to complete a major project instead of 
just doing odds and ends. At other times, the best use may be light reading, a phone call or simply relaxing. 
• Don't be afraid to relax. There are times when relaxation is needed -­time to stare out the window, meditate, stretch, take a walk, etc. This is not wasted time, but time for regeneration. 
• Dave Dunnewald is editor of FLITE (For Living In Today's 
Eccnomy), is a wccltly economic newsletter published by the 
Adolph Coors Company. 
Direct 
Deposit Update 
By Cathy Bryan, accounting analyst 
We had hoped to offer Direct De­posit to BCBSF employees early in 1990, but it probably won't start till mid-year. When the time-saving program begins, all employees will have the opportunity to sign up for it. 
If you do participate, you'll have more time to enjoy "payday lunches," because you won'L have to make a trip to the bank to deposit your check. With direct deposit, your earnings are credited to your bank account elec­tronically. You will receive a pink earnings statement every payday showing your gross salary, taxes, deductions, net pay and the account to which the money was transferred. The money trans­ferred to your account appears on your bank statement as a credit. All Direct Deposit participants must inform Payroll of any changes in banks or account numbers. For more information about Direct Deposit, call Cathy Bryan at 791-4041 or Deborah Martin at 791-4025. 
'89 Financi 
Blue Cross and Blue Sh Florida reported a net gain c million for 1989, a dramatic provement following 1988 11 $51.6 million. The consolid gain represents all lines of b and subsidiaries, including I Options, our health mainten ganizations. 
"With the financial imp men ts we achieved in 1989, entering the new decade bet positioned to help our custo1 manage their health care anc costs," said Richard Thoma: vice president of finance anc urer. Contributing to our eamir $1.3 million net gain for 19l HMO operations - Health Inc. and Capital Health Plan 1988, HMO operations post1 $30.6 million loss. At year's end, total coq assets stood at $578.9 millic policyholders' equity was $ million, an increase of $37.� from a year ago. Policyholc equity is a fund from which for members can be paid du times of economic instabilit when claims expenses are h than expected. Company re, 1989 was $1.287 billion, wi expenses at $1.281 billion, i claims payments of $1,020 1 and investment income of $ million. Several factors strength company's financial positio appropriate rates and adjusti benefits, integrating admini: function, cost savings from care programs, and better th expected return on investme the 1990s, we will be cance even greater efforts on marn cost of health care - throu! products and cost-effective 1 designs, as well as innovati, programs that help ensure 01 members receive the care th economically," said Thoma: 
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: 's About 
Time 
Dave Dunnewald* 
t Time" is the first of a 
!rticles on personal eco­
signed to help you make 
if your personal re­
rifuture issues, you'll 
:t using credit wisely, 
vr retirement, buying a 
iajor appliance, setting 
rs for college, and other 
g topics. 
\merica seems to be 
r it. Many of us keep 
lSter but feel that we are 
han ever to keep up with 
nands on our time. 
: past, it was often said 
is money." Today, how­
appears to be even more 
han money. As evidence, 
Jple pay someone else 
k up drycleaning or $250 
dinner. Others pay extra 
ut dinners because even 
e cooking is too slow. 
iucting a number of sur-
1e subject, pollster Lou 
1cludes, "Time may have 
1e most precious com­
the land." 
.th any commodity, the 
me depends on scarcity. 
Iarris poll found that the 
· 1eisure time enjoyed by 
tCH 1990 
EMPLOYEES ONLY 
the average American has shrunk by 37 
percent since 1973 . Meanwhile, the 
average workweek has grown from 4 1  
hours to 47  hours. If this trend contin­
ues, Time magazine predicts that time 
could be to the 1990s what money was 
to the 1980s. 
42 Hours In A Day 
To find out just how short of time 
we are, USA Today surveyed experts 
earlier this year to find out how much 
time the average American should 
spend on various daily activities -- from 
work to "quality time" with pets. 
Result: Each day would have to be 42 
hours long to do everything that the 
experts say we should. 
Get Organized 
Americans waste a surprising amount 
of time on such frustrations as waiting 
in line or tied up in traffic. To find out 
how much, the time-management firm 
Priority Management Pittsburgh, Inc., 
sent researchers out with stopwatches 
Lo observe hundreds of people across 
the nation for a year. The study found 
that most people spend: 
• five years of their lives waiting in 
lines 
• six months sitting at traffic lights 
• one year searching for misplaced 
objects 
• eight months opening junk mail 
• four years doing housework 
• two years trying to return phone 
calls 
• six years eating 
"Most people don't realize how 
much time they're wasting," says the 
president of Priority Management. 
"The whole point is to spend the time 
doing the things that you want to do, 
rather than the things you dislike." 
To avoid wasting time, start by 
getting organized. The following tips 
should help: 
• Spend 5 or 10 minutes at the end 
of each day making realistic lists of 
the most important things to be 
done the next day. By focusing your 
energies and serving as a handy 
reminder, this investment of a few 
minutes could save many hours each 
week. You '11 also reduce frustration 
and increase your reliability at work 
and at home. 
• A void delays whenever possible 
by planning travel routes and times 
and by listening to travel reports. 
Plot your course when doing errands 
so that you move in the most direct 
way . Time trips to the bank and other 
busy places to avoid lunch-hour or 
rush-hour waits. Eat lunch before or 
after the rush. If you have the option, 
change your work schedule to avoid 
heavy rush-hour travel. 
• Find cleaning, auto repair and other 
services near work, rather than near 
home. 
• Spend less time searching for 
things by having a place for every­
thing at home and at work -- espe­
cially items used often , such as keys 
and glasses. 
• Watch less television, shop by 
phone, buy low-maintenance clothes 
and appliances, screen calls on an an­
swering machine and give up trying 
to keep the perfect household. 
• Most important, put together a list 
of your long-term goals for work 
and home. These will help you to 
stay focused on what is important to 
you. Then set weekly objectives that 
V 
include the most important activities 
for you to reach your long-term 
goals. Your daily plan should be 
designed around these objectives. 
Utilize "Dead Time" 
Our least productive times tend 
to be in small chunks, so we usually 
do not even notice them. You may be 
surprised, however, at how much you 
can accomplish in these small parcels 
of time. In S minutes, you can 
prepare a to-do list, write a short 
note, or make an appointment. In 10 
minutes, you can make a brief 
phone call or two, organize a pile of 
papers, proofread a report, make a 
purchase by phone or make notes for 
an upcoming meeting or activity. 
In 30 minutes or less, you could fill 
out a form for work, outline plans for 
a major project or skim trade journals 
or magazines. 
To make the most of these un­
productive times, experts suggest the 
following strategies: 
• Keep a list of small, mobile tasks 
that must eventually be done. This 
could include odds and ends such as 
material to read, thank-you notes to 
write, phone calls to make and 
tickets to order. That way, when you 
must unexpectedly wait, you will not 
waste time trying to remember what 
needs to be done. 
• Do two things at once. Those 
activities that do not require your full 
attention can be doubled up. For 
instance, use a pocket tape recorder 
to dictate memos or record ideas 
while you are stuck in traffic. Sort 
and sign routine papers while on hold 
on the telephone. 
• Always carry reading material or 
other projects with you so that you 
will have something productive to do 
while waiting. 
• Use travel time on airplanes to 
write reports or to do other work that 
requires concentration. Putting on 
headphones (with the sound off) 
helps limit conversation with other 
passengers. 
• Tailor the tasks to your energy 
level. If an unexpected parcel of time 
appears during your most productive 
time of day, you may be able to 
complete a major project instead of 
just doing odds and ends. At other 
times, the best use may be light 
reading, a phone call or simply 
relaxing. 
• Don't be afraid to relax. There are 
times when relaxation is needed -­
time to stare out the window, 
meditate, stretch, take a walk, etc. 
This is not wasted time, but time for 
regeneration. 
• Dave Dunncwald is editor or FLITE (For Livin& In Today's 
Ec011cmy), is a weekly ecmanic newsletter publiahcd by the 
Adolph Coors Company. 
Direct 
Deposit Update 
By Cathy Bryan, accounting analyst 
We had hoped to offer Direct De­
posit to BCBSF employees early in 
1990, but it probably won't start till 
mid-year. When the time-saving 
program begins, all employees will 
have the opportunity to sign up for it. 
If you do participate, you'll have 
more time to enjoy "payday lunches," 
because you won't have to make a trip 
to the bank to deposit your check. 
With direct deposit, your earnings are 
credited to your bank account elec­
tronically. 
You will receive a pink earnings 
statement every payday showing your 
gross salary, taxes, deductions, net pay 
and the account to which the money 
was transferred. The money trans­
ferred to your account appears on your 
bank statement as a credit. All Direct 
Deposit participants must inform 
Payroll of any changes in banks or 
account numbers. 
For more information about 
Direct Deposit, call Cathy Bryan at 
79 1 -404 1 or Deborah Martin at 791 -
4025. 
'89 Financials 
Blue Cross and Blue Shield of 
Florida reported a net gain of $35.4 
million for 1989, a dramatic im­
provement following 1988 losses of 
$5 1 .6 million. The consolidated net 
gain represents all lines of business 
and subsidiaries, including Health 
Options, our health maintenance or­
ganizations. 
"With the financial improve­
ments we achieved in 1989, we are 
entering the new decade better 
positioned to help our customers 
manage their health care and its 
costs," said Richard Thomas, senior 
vice president of finance and treas­
urer. 
Contributing to our earnings was a 
$ 1 .3 million net gain for 1989 by the 
HMO operations - Health Options, 
Inc. and Capital Health Plan. For 
1988, HMO operations posted a 
$30.6 million loss. 
At year's end, total corporate 
assets stood at $578.9 million and 
policyholders' equity was $ 132.8 
million, an increase of $37.5 million 
from a year ago. Policyholders' 
equity is a fund from which claims 
for members can be paid during 
times of economic instability or 
when claims expenses are higher 
than expected. Company revenue for 
1989 was $ 1 .287 billion, with total 
expenses at $ 1 .28 1 billion, including 
claims payments of $ 1 ,020 billion 
and investment income of $30. 1 
million. 
Several factors strengthened the 
company's financial position: setting 
appropriate rates and adjusting 
benefits, integrating administrative 
function, cost savings from managed 
care programs, and better than 
expected return on investments. "In 
the 1990s, we will be cuncentrating 
even greater efforts on managing the 
cost of health care - through new 
products and cost-effective benefit 
designs, as well as innovative 
programs that help ensure our 
members receive the care they need 
economically," said Thomas. 
PROFILE 1 1  
For Your 
Information 
By Pamela Prentice, manager of 
the Market Research department 
In most firms, Market Research provides management with informa­tion about the market to help in decision making. At Blue Cross and Blue Shield of Florida, the Market Research department provides a broader range of services that help the company achieve its objectives. The primary focus of the department's efforts is information and analysis. Our job involves identifying the information needs of other areas in the company, develop­ing methods of gathering and sorting the right information, then translating that information so management can act upon it. The scope of the department's projects is vast, ranging from less complicated requests for prospect 
FLORIDA Focus 
lists in specific areas to major market segmentation projects that determine who our best potential customers are. Market Research analyzes market trends, customer attitudes and behavior, competitive activity and strategy and other market informa­tion to draw conclusions about what we should be doing as a company. Although we don't have a crystal ball to help make decisions, we do have several standard research tools available as resources, including: • Primary research -- information that comes directly from the market (customer, provider, decision maker, etc.) It's usually obtained through a mail or phone survey or a focus group. • Secondary research -- information already obtained or published, including articles in periodicals, competitor proposals, enrollment information, or Department of Insurance filings. • Qualitative information -- data we gather by keeping our eyes open, listening to our customers, talking to sales representatives. It's not neces-
Left to right, in the front row: Elaine Kowalewski, Linda Wilson, Karen Holmes, Sally Markham, 
Tracy Fife. In the back row: Dave McCammon, Mike Fagan, Danny Smith, Shirley YoWlg, 
Pamela Prentice. Not pictured: Susan Schmitz and Terri Cobb. 
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sarily predictive of the whole market , but it is important information. • Quantitative information -- data intended to predict market attitudes, opinions and behavior. 
0 ur research is conducted using a variety of techniques, but none is more important than understanding the business and being able to know the right questions to ask. Our work is effective only if it provides specific direction for the company. For this reason, we must coordinate and cooperate with other areas of the company if we are to be successful. The twelve members of the Market Research department have diverse backgrounds, with primary concentration in research, marketing and the health care industry. Projects are often completed using a team approach to bring a variety of special skills together to solve problems. Recently, the department completed a study on service from the customer's perspective, which was summarized in a written report and on video. This project is being expanded to delve into service issues from BCBSF subscribers' viewpoints so we can better understand what our customers want. Other projects in progress include: a group market study that will provide information to regional management to help segment their markets; a study for the Direct Pay Market on a retiree product; a project to assess physician reaction to new contracts in the Orlando area; and an analysis of competitor quality assurance programs. The Market Research staff is available for consultation on any research project, survey or market analysis project. We're located on the fourth floor of the Gilmore Building. If you have any questions about Market Research, call me at (904) 791-6191 or Mike Fagan at 791 -6420. 
Helping The 
Uninsured Under pressure from government, business and consumer critics, many of the nation's health insur-ance companies are calling for new federal and state laws to provide more affordable coverage for the 
•, nation's uninsured. Insurance industry spokesmen and govern-
1 
ment regulators said support for such legisla-
I 
tion, while by no means universal in the industry, was a remarkable change after years of fighting new regulation, especially at the federal level. 
I The legislation supported by insurers would place a limit on how much rates could be raised for workers at small businesses. Sharp rate increases have forced small 
I 
firms to drop or not buy 
I health coverage in recent 
I years. At least 16 million working people do not have health coverage and many of them work in businesses with 25 or fewer employees, accord-ing to federal estimates. Some of the measures also would make it illegal for insurance companies to 
i exclude people at small businesses who have catastrophic illnesses like 
• cancer or AIDS, or to single them and their fellow workers out for much higher rates. The measures also would set up industry financed insurance pools to spread the costs of expen-sive illnesses, which currently lead to large rate increases for small busi-nesses. 
Insurers concede billion in 1987. president, said t that the proposal would While rates vary insurance claim reduce their profits, but say across the country and doctors and hosi they have resorted to even among groups of still growing, th supporting tighter controls different sizes and ages in were not any lai for several reasons. One the same city, the most than in 1988. concern is for the welfare severe increases seem to be He said the of the uninsured. They also moderating as insurers play in the Plans' fin: want to stop other insurers catch-up in a cycle of results was help from skimming the health care costs that are cutting, includin healthiest consumers and still mounting. layoffs, as well : refusing to cover less In Michigan, for 1989 rate increa profitable groups, giving example, insurance rates particularly at h1 the industry a bad name. rose less than 9 percent on maintenance orE Insurers add they are average for groups whose "Nationally, we worried about the future of policies came up for a $200 million 11 their business at a time annual renewal in January. HMOs in 1988 t when many of their This contrasts with profit in 1989," 1 customers are beginning to increases of 18 percent to He added that 51 demand more regulation of 25 percent on such policies plans would rep< insurance companies and in the first half of 1989, for 1989. even national health said Rudolph DiFazio, a Among the . insurance. Blue Cross and Blue Shield cited by the Tim A greater government of Michigan spokesman. for showing yeai role would cut into the Albert A. Cardone, surpluses are Err health insurance compa- chairman of Empire Blue Cross and Blue � nies' business, which is a Cross and Blue Shield, said Blue Cross and 1 quarter of the $600 billion his plan was asking of Michigan, Bit that Americans will spend regulators for increases California, Blue on health care this year. averaging 11.6 percent. California, lnde1 
-- The New York Times Tresnowski said health Blue Cross, Blue insurers had just completed Blue Shield of Ir 
Rates Leveling Off a cycle of three years of Blue Cross and I After several years of losses, which would of the National C climbing steeply, increases probably be followed by Area. -- BCBSA in health insurance rates three years of gains. "The are leveling off in many cycle was triggered by What's Hot parts of the country, unforseen costs as care was What's Not executives of the Blue moved outside of hospitals PPOs are "Ir Cross and Blue Shield to ambulatory settings such 1990, family doc Association told The New as doctors' offices and "Out," according 
York Times. benefits were expanded in Business Week rr The trend in premium areas such as alcohol and annual list of hot rates reflects a dramatic substance abuse," Also "In," unive1 turnaround at the network Tresnowski said. "It took insurance; catast:J of Plans, which provide us a while to recognize the health in:mrance benefits for 75 million trend and then to raise our -- Business Week people, according to the prices accordingly." article. Frederick F. Cue, a "It appears we are BCBSA senior vice going to end 1989 with a $1 billiQfl gain," said Bernard R. Tresnowski, BCBSA president. By comparison, the Plans lost $1 billion in 1988 and $2 
a --
Pl 
THE BIG PICTURE 
such as assistance with coverage, and an ever-
eating, dressing and narrowing field of policies 
ny PPO bathing. The program also to choose from in the first covers home health care. place," the article said. 
Benefit payments range "If choice is important 
nies and 
from $25 to $100 per day. to you, you're going to 
enamored of 
Monthly premiums have to pay a lot for it," 
the American 
vary according to a said Neil Austin, manager 
subscriber's age and the of Health Plans at Pacific 
of Preferred benefit options selected. Bell. "The overall trend is 
·ganizations For example, a 50-year-old limiting choice." 
)f 638 compa- who chooses nursing home The U.S. will spend 
!d by AAPPO, coverage that pays $75 a about $64 7 billion on 
1ffered PPO day would pay a monthly health care this year. 
f those, 77 premium of $33.59. After Private insurance rates rose 
e either "very" the program pays benefits an average of 20 percent in 
1at" satisfied 
rovider. 
for 90 consecutive days, 1989; rates for cheaper 
rers said they 
subscribers' premiums are health maintenance 
waived. organizations rose 17 .2 
1ainly for their -- BCBSA percent. 
;;ontrol costs. 
� 
To stem the tide, com-
& Health 
panies are trying various 
on Against tactics, all of which involve limiting benefits or 
erm Care choice for workers unac-
losts customed to paying their 
ding to a own health bills. 
�d, Blue Cross Some examples: 
1ield of Kansas • In January, Levi Strauss 
:ed a new & Co. began charging 
ance product workers $50 a month to 
; against the cover spouses who could --
-term care. but chose not to -- be 
tlth care and A Traditional covered by their own 
1e costs Sendoff companies. 
rise, Kansans "Give a final nod to • In 1991, Pacific Bell will 
1gly eager for the traditional health replace its traditional plans 
o insure insurance plan. It is dying," with a point-of-service 
:1gainst the cost The Chicago Tribune policy that will charge 
1 care when reported. workers a minor fee if they 
;ability strikes, The insurance plan visit a physician on the 
>Ider," said under which employees company's approved list, 
1ston, Plan and their families can but 30 percent of the 
d CEO. choose any doctor and then medical bills if they see 
v product pays pay 20 percent of the bill is physicians off the list. 
three levels of terminal, health consult- • After Chevron implc-
1e care: ants say. mented a preferred 
,und-the-clock "The 1990s are provider network in 
:rmediate daily bringing patients payments Houston, "Only 30 percent 
by a licensed of 30 percent or more, re- of employees stuck with 
ustodial care strictions on family their own physicians and 
1990 
they paid 30 percent of 
bills for the privilege," said 
the article. Ghevron is 
considering expanding the 
program nationwide in 
1991. 
• Like many businesses, 
some unions, such as the 
newspaper guild and the 
American Federation of 
teachers, are considering 
moves to put all workers 
under a single policy. 
Companies found that by 
offering workers many 
health plans, the healthiest 
workers chose the cheapest 
plans and the more 
frequently ill employees 
chose the traditional plans, 
especially those that 
offered mental health 
benefits, and many workers 
switched health plans 
annually to suit their 
needs. 
"You get this maneu-
vering and it drives the 
indemnity plans into 
bankruptcy," said Alex 
Ross, manager of benefits 
for Chevron. 
As the trend escalates, 
it will cause a dramatic 
shakeout among both 
insurers and the public. 
The move away from 
many small HMOs to large 
insurance companies 
offering managed care 
plans threatens the future 
of HM Os that already are 
struggling financially. And 
for employees who already 
belong to HMOs, the 
switch often means they 
must find new .physicians 
on the new policy's list, 
even if they don't have to 
pay more. 
-- The Chicago Tribune 
l , 
On The Move - - PBO 
To Go 
By Bob Cooper, Project Director for the Long-Term 
Facilities Strategic Plan 
In late February, the recommendation prepared by 
Coopers & Lybrand was presented to executive staff, 
who reviewed all relevant information before deciding 
that Private Business Operations should move to the 
new site, located at Freedom Commerce Center. 
The new facility is taking shape, as you can see in 
the photograph above, taken on January 30. The land 
was cleared so drainage pipes could be installed. Just a 
few weeks later, on February 16, the floor was poured 
and construction of the steel support systems was 
underway -- see the photograph below. 
Response to the transportation survey was a whop­
ping 70 percent of employees. Some information you 
might find interesting: 46 percent of employees now 
park for free; 54 percent spend 25 minutes or less 
getting to work; 72 percent drive 15 miles or less to 
work (one way). 
In the next few weeks, you'll be receiving updates 
on the move, move schedules and the order in which 
different departments will be relocating. 
We'd like to encourage employees to share their 
questions and concerns with us -- we'll do our best Lo 
answer any questions you have. 
Shovel Off To .. . 
Jacksonville? 
Mario Hernandez, weekend building operator, had an 
unexpected assignment waiting for him right after 
Christmas -- shoveling some of the snow that fell that 
weekend. In one of the worst storms of the century, 
Jacksonville was blanketed by inches of the white stuff. 
Bob Hamilton, supervisor of engineering, took the photo­
graph, right before he and Mario conducted the first 
centennial Blue Cross and Blue Shield of Florida snowball 
fight 
I LOR IO,\ ilL!.F CR( l!,S Pl Mi 
Executive secretary Debbie McMillan found this check when sorting through 
family me.morabilia. The check, sent to her husband's grandfather John Bo'J(l 
by the Florida Blue Cross Plan, is for $4 and is dated December 27, 1946. 
Thanks for sharing it ,  Debbie! 
PROFILE 13 
Service 
Stanley Style 
"I thought I had no sales talents," says Loretta Stanley, the Telemarket­ing Sales Representative of the year. When Stanley joined Blue Cross and Blue Shield of Florida in 1981 as a temporary employee in the customer service area, the company had just announced its third rate increase for the year -- so she had plenty of ex­plaining to do to customers. Stanley had been in Direct Cor­respondence for one year when the Telemarketing department was formed. She was asked to join the de-
Al Pratico congratulates Loretta Stanley, 
Telemarketing Sales Representative of the year. 
IN THE SPOTLIGHT 
partment, but she declined, fearing it was just another temporary position. She also didn't think she had the skills for sales. A second offer came -- for a full­time position -- and Stanley ac­cepted. She's been in the Telemarket­ing department ever since, and is now the proud recipient of a person­alized plaque and gifl certificates for $150 for her outstanding sales abilities. Stanley says her job is "simply a matter of making people understand and listening to their needs." Stanley is quick to credit the entire department for its contribution to corporate objectives. "Telemarket­ing provides a service to the com­pany, but it provides a greater service to the customer. When we [in the Telemarketing Department] explain the products, people always know what they're getting. Our job is to eliminate confusion." In expressing gratitude for the recognition she received for her ac­complishments, Stanley also thanked the company for the new director of the Telemarketing department, Al Pratico. "Mr. Pratico has done a lot for us," says Stanley. "We have a great team." 
HEALTH 
Sore throats are a common medical complaint this time of year. A mild sore throat -- one associated with a cold or flu -- can be made more comfortable with the following remedies: Increase liquid intake -­warm tea with honey is a popular home remedy • Use a steamer or humidi­fier in your bedroom • Gargle with warm salt water several times a day. (1/4 teaspoon of salt in 1/2 cup water) • Take a mild pain reliever • Take non­prescription throat lozenges. When a sore throat is severe, persists longer that the usual five-to-seven­day duration of a cold or flu and is not associated with an avoidable allergy or irritation, you should seek medical attention. If the following signs and symptoms appear, see a physician: • Severe and prolonged sore throat • Difficulty in breathing, swallowing or opening the mouth • Joint pains • Earache • Rash • Fever over 101 degrees • Blood in saliva or phlegm • Frequently recurring sore throat • Lump in the neck • Hoarseness lasting more than two weeks. 
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Facilities & Office 
r------- Services 
Division 
Winners 
Man.ager of Real Estate 
Operations Lanny 
Felder congratulates 
Kathy Graves.facilities 
project coordinator. 
Manager of Facilities 
and Engineering 
Mickey Rugg 
congratulates 
Annie Ruth Collins, 
housekeeper. 
Manager of Mail Op­
erations Fred Gatlin, 
Jr. and Marion 
Richardson, Inserting 
machine operator. 
Manager of Purchas­
ing and Services 
JohnL Bentley and 
Mary Morgan, Repro­
graphics coordinator. 
,l 
apy and extensive rehabili­tation. Highly technologi­cal treatment such as dialysis, open-heart surgery and organ trans­plants make up the top level. Here, Callahan suggests, is where "several limitations on individual needs" should begin to appear. Individuals should bear the burden of proof that such treatment would be socially useful. "We are only now be­ginning to see that we cannot have it all. We cannot pursue medical advances wherever they lead us. We cannot give each individual what he or she may want or need to live some version of optimal health and longev­ity and, at the same time, have everything else needed to make a good society," he says. "We desperately need a universal health plan, one that makes a decent level of health care available to all. We no less desperately need a new set of values to accompany it. The one without the other would be useless, badly missing the point of our present crisis, which is moral and not just economic." -- The Chicago Tribune 
Children In Crisis The federal govern­ment and 44 states are not providing adequate pro­grams to help children in need, and the nation is falling behind other industrialized countries in reducing infant mortality. A study by the Children's Defense Fund found that the U.S. is trailing most other industri­alized nations in categories 
like immunizations against polio and other childhood diseases and preventing teenage pregnancy. The fund also ranked the fifty states and the District of Columbia according to their efforts to provide prenatal care and reduce infant mortality. Another group, the Center for the Study of Social Policy, made a similar ranking. Both studies listed Massachusetts, Connecti­cut and Vermont as making the best effort for children. The fund listed Maine, Minnesota and Delaware as making at least an "adequate" effort The center ranked New Hampshire and Wisconsin among the top states. Lower ranking on the fund's list were New Mexico, South Dakota, Kansas, Idaho and Colo­rado. Ranked as lowest were Louisiana, Missis­sippi, Georgia, Alabama and the District of Colom-
Marian Wright Edelman, president of the Children's Defense Fund, said the studies demon­strate that "the mounting crisis of our children and our families is a rebuke to everything America professes to be." -- The New York Times 
Oh, Baby! A normal pregnancy and delivery cost an average of $4,334 in 1989, according to a study conducted by the Health Insurance Association of America (HIAA). A survey of 173 hospitals na­tionwide indicated that the cost of having a baby has risen more than 25 percent over the past three years. Among reasons for the increase: rising medical malpractice insurance costs; greater use of prenatal tests such as amniocentesis, and more high-tech care for prema­ture and sick babies. The HIAA survey re­vealed: • Caesarean deliveries comprise 25 percent of deliveries in 1989, up from 17 percent in 1980. C-sections cost an average of $7,186. • At $4,456, the Northeast is the most expensive region for giving birth; the Midwest is the least at $4,149. • Private insurers cover maternity costs for 64 percent of women; hospi­tals absorb about $5 billion in unpaid maternity costs each year. • Physicians, who charge an average of $1,492, are present at 97 percent of deliveries; midwives, who charge an average of $994, 
handle 3 percent • Less than 0.5 p births take place centers, which ct $1,000 less a day hospitals do. The numben low-cost options midwives and biJ centers "have alv small and they've: leveled off," said Schoeni, an HIA. woman. -- USA Today 
About Tl 
Clinic Special clini1 giving birth appe provide a safe alt to hospitals for h1 women with norr pregnancies. A study publ the New England 
of Medicine invo nearly 12,000 wo delivered infants birthing centers 11 wide. It found th< to be safe both fa and their newbon In addition, , who gave birth al centers appear le: to undergo Caesa sections. There ai 132 freestanding centers in the U.� 20,000 of the esti million births eac take place in suet -- United Press I, 
tional 
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® 
Excellent Service 
Provide to our customers predictable, under­
standable, hassle-free service that is consistent 
with their expectations at purchase and that 
minimizes the need for customer involvement 
with payment to providers. 
Financial Strength 
Maintain Blue Cross and Blue Shield of Florida 
as a financially strong and competitive organi­
zation. 
Market Share 
Attain dominant private market share consistent 
with financial soundness, delivery of superior 
service and our overall provider strategy. 
Blue Cross 
Blue Shield 
of Florida 
OBJECTIVES 
National Association 
Support a strong, effective national organ 
tion of Plans. 
Organizational Effectiveness 
Develop and maintain an effective, highly 
tivated and productive organization. 
Provider Relationships 
Create sustainable competitive advanta1 
through effective business relationships 1 
providers. 
Public Understanding 
Gain public and governmental understan< 
acceptance and support of corporate poli< 
programs and actions .  
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THE BIG PICTURE 
Continental Airlines and 
MTV near the bottom. 
John Morton, who devel­
oped the idea for the 
research, said the broad 
perspective of respondents 
demonstrates that even 
products strong in their 
own fields sometimes need 
image boosts. "You get lost 
in your qwn product 
category and you may 
think you're doing pretty 
well when actually you're 
very vulnerable," he said. 
-- The Chicago Sun-Times 
The Ethics Of 
Health Care 
The nation's health 
care cost crisis won't be 
solved by greater effi­
ciency, or increased 
competition, or managed 
care, or new technology, or 
more controls over hospital 
and doctor bills, or more 
government fixes, or even 
national health insurance, 
says medical ethicist 
Daniel Callahan. He thinks 
people must lower their 
expectations of health care 
and medical progress and 
change the value systems, 
habits and desires that are 
driving health care costs 
even higher. 
Callahan, director of 
the Hastings Center, has 
written a book, What Kind 
of Life : The Limits of 
Medical Progress (Simon 
& Schuster) . In it, Callahan 
outlines how society can 
draw the line. 
He suggests, for 
example, that because 
death is inevitable, society 
should limit the public 
provision of expensive, 
life-extending medical 
treatment for people who 
have reached their late '70s 
or early '80s, although they 
should be entitled to 
decent, kindly care. It 
might also be reasonable, 
Callahan says, to stop 
research on how to save 
newborns weighing less 
than 500 grams, or on 
expensive, high-tech 
treatment that may not be 
able to restore a good 
quality of life. 
Callahan proposes pri­
oritizing medical care into 
five levels. First is basic 
care, relief of pain, 
nursing, simple mental 
health programs. Second is 
nutrition, sanitation, health 
promotion, prenatal care 
and preventive medicine. 
Third is antibiotics, 
protection against infec­
tious diseases and immuni­
zations. The fourth 
category includes emer­
gency medicine, primary 
care, simple surgery and 
rehabilitation, and inex­
pensive forms of diagnosis 
and therapy. 
All of these have the 
greatest impact on mortal­
ity and health at the lowest 
cost pe capita, and contrib­
ute most to the common 
goal and should have 
priority , says Callahan. 
The fifth level 
includes advanced forms of 
medical care and restora­
tion, such as advanced 
surgery, cancer chemother-
In the front row, 1-r: Larry Murph, Quinton Edwards, Dell Herndon, Richard Odum, Howard 
Drayson, Buddy Gazaleh. Middle row: Fred Barnhart, Steve McCann., Wash Burns, Mike Dunlap, 
Andrew Green. Back row: John Winslow, Allen Young . Not pictured: Bob Lacy, Big John 
Williamson, Denny Goebel, David Morgan. 
Excellent Impression 
By Buddy Gazaleh 
The Corporate Printing depart­
ment was the big winner at the 1989 
Gallery of Superb Printing awards 
banquet held Saturday, January 20. 
We won twelve awards, including 
seven first place awards! 
The Jacksonville Chapter of the 
International Association of Printing 
House Craftsmen sponsors the event 
annually to recognize the printing 
quality of local commercial and in­
plant printing plants. More than 120 
people from the reprographics 
industry and Mayor Tommy Hazouri 
attended the banquet at the Prime 
Osborn Convention Center. 
Other leading commercial and 
in-house printing companies who 
sent representatives and submitted 
printed entries included Financial, 
Paramount-Miller, Allied, Brut and 
Gulf Life Insurance. The fact that we 
won twelve awards with this caliber 
of competitors demonstrates the 
BCBSF Print Shop's real, ongoing 
commitment to excellence. 
Ours is the largest and most 
productive in-plant shop in the city, 
based on benchmarking conducted 
with other in-house plants, including 
Gulf Life Insurance Company, the 
City of Jacksonville, and Independ­
ent Life Insurance Company. Last 
year, 2 ,526 different jobs were 
produced (with a grand total of 
57,398, 166 impressions). Of those 
jobs, 97 .2 percent were completed on 
or before schedule, and 99 .6 percent 
met the quality expectations of the 
customers. Additional research shows 
that work produced in-house is, on 
the average, 35 percent less costly. 
Division 2 champs are: (in 
the back row) Reagan 
Soots, DeAryl Tremble and 
Frank Gioradano; (in the 
middle) Mary Jones, 
Marjorie Stevens, Dee 
Wilcox and Tobi Picciuolo; 
(in front) Billy Barnes. 
MANAGER'S MEMO 
Encourage Starr To Take Risks 
To encourage your staff members 
to take prudent risks, try this 
approach: Prepare 3"x 5" cards 
that state: "I can _____ --7 
after all, I did _____ . 
Ask your staff to fill in the first 
blank for the risk they'd like to 
take and the second with one they 
have taken. 
example: One employee wanted 
to increase his visibility in the 
company. He knew that one way 
to do that was to make more 
presentations before groups, but 
he lacked confidence in that area. 
So his card read, "I can make a 
presentation to the production 
department; after all, I did learn to 
ski. " 
Source: The Can-Do Manager: How To Get 
Your Emplo-yees To Tau Risks, Tau Action 
And Get Things Do,u, by Tess Kirby, 
amacom, 135 W. 50th St., NY, NY 10020. 
Comnumications Briefuags, 2/90 
The 1989 season 
volleyball team 
tournament champs from 
Division 1 are,from left 
to right: Charlie 
Graziano, Renee Biggins, 
Alfred Floyd, Debbie 
Mclane, Eric Palmer, 
Debbie Eason, George 
Ragan and Judy Brazile. 
Not shown: Jim Gray. 
PROFILE 15 
FOR YOUR BENEFIT 
By Bev Ames 
SelectFund and Proposed Regulatory Changes During the open enrollment process in December, you were given the opportunity to enroll in the SelectFund Program. SelectFund is a Blue Ribbon Benefits program that will help you save tax dollars by paying for out-of-pocket medical and dependent care expenses with pre-tax dollars. The Internal Revenue Service (IRS) has issued proposed regulations that will affect the processing of reimbursement from the SelectFund accounts. These regulations, when approved, are expected to become effective retro­active to January I, 1990. Therefore, BCBSF will be acting in good faith to comply with them in 1990. These proposed regulations only affect 
medical reimbursements from the Health Care Account. There have been no changes to the reimbursement of Dependent Care expenses. If you are enrolled in SelectFund for 1990, you should already have been notified concerning the details of these regulations, so this will just be a reminder. But if you're considering SelectFund for the future, review these regula­tions to make sure you understand the reimbursement process. This is a summary of the proposed IRS regulations: I. The total of your annual contributions to the Health Care Account will be available to pay claims at all times during the plan year, re­gardless of whether the account balance has sufficient funds when the payment is due. BCBSF will release funds to Pen-Wei, the program administrator, to cover the total of claims submitted as long as the total does not exceed the annual contribution level. For example, if you were to incur a medical expense of $200 and the current balance in your Health Care Account equals only $100, Pen-Wei has been authorized by BCBSF to reimburse you $200, as long as your current account balance plus future contributions will equal or exceed $200. Your account statement will simply indicate a negative balance until you have accumulated the additional $100 in your account 2. Premiums for medical insurance other than BCBSF premiums are no longer eligible for reimbursement. For example, medical premiums for a spouse's insurance through another employer are not reimbur­sable. 3. Upon termination from the company during a plan year (January through December), you have two options concerning your participa­tion in the Health Care Account of the SelectFund: • Discontinue your contributions to the program when your termina­tion is effective • Continue contributions to the program on an after-tax basis and participate through the end of the plan year. This will enable you to continue receiving reimbursements for eligible expenses through December 31, 1990. 
As previously stated, this change in the processing of reimburse­
ments does not affect the Dependent Care Account, only medical 
expenses reimbursed through the Health Care Account. If you want more details on the proposed regulations or on the Select­Fund program, call employee Benefits at (904) 791-6408 or 791-6923 or stop by the Employee Benefits department on I-Tower. 
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IN THE SPOTLIGHT 
Service 
Anniversaries 
The following employees are 
celebrating service anniversaries in 
March: 
5 years 
Nancy M. Bateb, Plan Services, Inc., PJX 
Phyllis H. Doolittle, Marketing Director, JAX 
Cynthia F. Doss, HMO National Accounts, 3C 
Karen S. Farmer, Dir Systems Organization, 6C 
Etoye D. Flornoy, Manager of Telephone Communications, 19T 
Ingrid E. Goetz, Provider Relations, FTL 
Louis Gruninger, IV, Payroll, l lT 
Beatrice Hall, Med A Product & Quality Control, 9C 
Quentin J. Herring, Cash Manage­ment, l lT 
Nelson E. Humphrey, Information Systems-National, lOC 
Renee D. Karp, West Palm Beach, FTL 
Gertrude W. McCall, Word Proc­essing Center, 2C 
Susan F. McKenzie, Corporate Real Estate Operations, GIL 
Philip A. Radabaugh, Research and Development, IOC 
Betty A.  Riddle, FEP Correspon­dence, 4T 
Debra R. Taylor, Corporate Plan­ning, 2C 
Linda 0. White, PAR Administra­tion, 3T 
IO years 
Victoria B. Chapman, Programmer Training, 9T 
Arvellia L. Peterson, Med B. Secondary Payer, SWD 
This is how the process works: 
employees who achieve results 
qualified as outstanding -- above 
and beyond direct job responsi­
bilities and accountabilities -­
are nominated by someone in 
their division. The nominations 
are then submitted to the group 
senior vice president for review. 
Then the nominations are sub­
mitted to executive staff for their 
review and approval. Final! y, 
the president reviews and ap­
proves the nominations. 
These are the individuals 
recognized for outstanding 
achievement: 
PRIVATE BUSINESS 
OPERATIONS 
Management 
Jeannette Bajalia 
Buddy Gazaleh 
Sandra Hamlin 
Roger Holton 
Elaine Kern 
Leanne King 
Irene Manassa 
Susan McKenzie 
Janet Morris 
Ronnie Rountree 
Donna Schwendimann 
Teri Small 
Martha Wiswell 
Individual Contributors 
Beth Burwell 
Larraine Cranford 
Vicki Cripps 
Dianne Davis 
Lonnie Holton 
Chris Hontz 
Suzanne Horne 
Joel Smith 
Anette Spicer 
Dennis Timms 
Craig Thomas 
GOVERNMENT 
PROGRAMS 
Management 
Roslyn Evans Adams 
Diane Carrigg 
Lynn Esposito 
F. Lamar James 
Thelma McCurdy 
Suman K. Makker 
Bruce E. Martin 
Debra J. Richardson 
Karen Tingen 
Individual Contributors 
Carlos Carrero 
William D. Carter 
Delphiane "Del" Detrick 
Loretta Johnson 
Lisa Magriplis 
Gary Lynn Rigg 
Robert L. Solomon 
MARKETING AND 
REGIONS 
Management 
Rita M. Maile 
Effie L. Oates 
Virginia Parsons 
Susie Reizen 
Joyce Reynolds 
Barbara Schreiner 
Individual Contributors 
Emelia Belford 
Norman H. Cosper 
Constance Kuehn 
Paula McKenna 
Sandra Murgatroyd 
Janet Pringle 
HIS AND MARKE 
Managemer n 
Cathleen I. Gibs 
Bruce Kujaw, 
Individual Contrit 
Linda Blake 
John Bookstav< 
Jeff Copeland 
Glorian P. "Pat" f. 
Tina Johns 
Lydia Laugavit 
George Lewis 
Ann O'Neal 
Cindy Tanton 
HUMAN RESOUI 
Management 
Deborah Williar 
Individual Contril 
Frederick "Rick" Hei 
FINANCE 
Management 
Pat Lundquist 
Individual Contrib 
Wayne Adams 
G. Alan Both 
Philip B. Kane 
Sandra S. Smit! 
Gloria Statham 
PRC 
tJ3adness you can get easily, in quantity: tlie road is smootli, 
and it fies dose 6y. tJ3ut in front of e�e«ence tlie immortal 
goas liave put sweat, and umg and steep is tlie way to it, 
and rougli at first. tJ3ut wlien you come to tlie top, tlien it is 
easy, even tliougli it is liard. 
--Hesiod, c. 700 B.C. 
COMMITTED TO 
EXCELLENCE 
F. xcellence. Only a few achieve it, but most aspire to it. At Blue 
� Cross and Blue Shield, excellence is a lifelong quest -- something 
'e're all charged with if the company is to succeed. This year, an un­
recedented number of individuals were recognized for outstanding 
::hievement in their fields. At the annual awards banquet, 71 managers 
1d professionals received exquisite Waterford crystal decanters, en­
raved plaques, and cash. 
The gifts are tangible tokens of appreciation for a job well done --
1d they are visible reminders that good work does not go unnoticed. 
RCH 1990 
1 5  years 
Annie M. Collins, Cost Accounting, 
2C 
Barbara G. Dinkins, Accounts 
Payable, 1 1  T 
Shah Whann J. Godfrey, PPC 
Customer Service, 5T 
Walter L. James, Information 
Systems-National, lOC 
Carol L. McIntyre, HOI Claims 
Improvement Project, HTF 
Linda A. Whitfield, Medicare B 
Claims Examining, 14T 
Rosa H. Williams, Mail Extracting, 
7T 
20 years 
Mildred Baxter, HOI Claims Im­
provement Project, HTF 
Betty E. Black, Quality Assurance, 
7C 
Theopane Crews, FEP Correspon­
dence, 4T 
Bonnie I. Flowers, Direct Market 
Operations Support, 5C 
Mattie E. Griffis, Customer Sup­
port, 9T 
Lavone Hasan, Inpatient Benefit 
Section, 9C 
Robert E. Hewett, Capacity Plan­
ning, 9T 
Tony A. Hubbard, Major Accounts 
Administration, 3C 
Jean M. Jerris, Director Claims, 
16T 
Thomas R. Lee, Financial Planning 
and Analysis, HOI, 12T 
Albert L. Pfeifer, PAS-Hardware 
Support, PHS 
Joyce L. Smith, Product & Rate 
Administration, 6C 
Dennis J. Thompson, Marketing 
Tri-County, COA 
Olivia Watson, Quality Assurance, 
7C 
25 Years 
Patricia B. Pate, Marketing Service 
& Administration, FIL 
In. the photograph, Fort IAuderdale buddies 
Pattey Pate ( on the left), Loretta Dorr and 
Nancy IAwton celebrate at a retirement party. 
All her co-workers sent her an anniversary note: 
w 
fUNE■v TFWili•� Ji; 
Have you ever . . . You don't get somethmg 
Given your credit card for nothing. 
number to a phone 2. Don't trust strangers 
solicitor? who offer you instant cash. 
Purchased land you 3. Get more information 
haven't seen? before buying "the sure 
Bought stock on a strang­
er's suggestion? 
Agreed to home repairs 
that were quick, cheap, 
and paid for up front? 
Sent money as part of a 
chain letter? 
Invested in a promising 
new company that quickly 
went out of business? 
Last year, swindlers used 
scams to cheat consumers 
out of about 40 million 
dollars. 
Be skeptical of anything 
that sounds too good to 
be true or promises easy 
money. If you are the vic­
tim of a con artist, report 
it to the police immedi­
ately .  Get the word out to 
help protect your friends 
and neighbors. 
Think smart, avoid 
cons 
1 .  If it sounds too good 
to be true, it probably is. 
thing." 
4. Check out charities 
before contributing. 
5. Don't give your credit 
card number to anyone 
over the phone.  
6. Learn about con games 
operating in your commu­
nity and alert your friends 
and your neighborhood 
watch group. 
7. Write a letter to the 
editor of your local news­
paper to alert others. 
Who can help if you've 
been conned? 
The Police or Sheriff's 
Department 
The Consumer Protection 
Agency 
Your District Attorney 
The Postal Inspector 
Chamber of Commerce 
Better Business Bureau 
A, TAKE A BITE OUT O
: 
�aaME 
"The employees of th e  Southern 
Region and the Fort Lauderdale 
office in particular would like to 
extend their heartfelt best wishes and 
congratulations to Pat Pate as she 
celebrates her 25th anniversary of 
service with BCBSF. Pattey, thanks 
for all you do -- we love you! " 
PROFILE 17 
New 
Employees 
(Full-time employees hired through 
February 15, 1990) 
Dana L. Atteberry, Central Region Major Accounts, 7T 
Renee N. Barbian, Mail Operations, IC 
Tina L.  Bickel, Internal Audit, 3C 
Mark W. Bloom, Medical Director, MIA 
Karen L. Boswell, Optical Scanning Operations, SWD 
Elsa L. Burriesci, FEP Correspon­dence, 4T 
Lydia E. Capote, Medical-Brevard, ORL 
Valerie J. Costantino, Medical Administraion, HOI, UBM 
Anna Maria Cox, Med B Provider Reimbursement, SWD 
Earlene Crews, Medicare B ACS, 14T 
Tuwanna M. Crews, Information Department, 4T 
Mechelle L. Daniels, Information Department, 4T 
Vicky L. Fields, Group Direct Market Support, 6C 
Tammy L. Fitzpatrick, Telephone Information Area II, 4T 
Dexter L. Fletcher, State Group Customer Service, 7C 
Karan A. Gay, Pres. Life Insurance Subsidiary, FCL 
Alexandra L. Gieryn, Employment & Employee Relations, 1 T 
Lynn M. Goshay, Med B Comm­Quality Audit/IX, SWD 
Ellen J. Hertel, Customer Service, Tri-County, ORL 
Laura L. Hood, FEP Provider Entry, 6T 
Jennifer C. Huggins, Customer Service Tri-County, ORL 
Kimbley D. Jacobs, Central Region Major Accounts, 7T 
Diana James, Litigations Research, 6T 
18 MARCH 1990 
IN THE SPOTLIGHT 
Michael R. Johnson, President's Office, 20T 
Tara T. Jones, Marketing Director, JAX 
Carolyn A. Kendrick, State Group Customer Service, 7C 
Robert J. Larkin, Marketing Director, JAX 
Jody L. Lavalley, Central Region Major Accounts, 7T 
Keith G. Lewis, Housekeeping, IC 
Christine K. Lyttle, Employment & Employee Relations, 1 T 
Jill D. Mahoney, Dir. Claims Entry, 5T 
Louann Marshall, Marketing Per­sonnel Development, 3C 
Cheryl A. Matthews, Compensation & Benefits, 1 T 
Denise M. McCalla, Provider Relations, MIA 
Marilyn M. McFarlane, Claims Manager, MIA 
Jennifer L. McKnight, FEP Corre­spondence, 4 T 
Marva L. Mervin, Northern Region Major Accounts, 7T 
Jeannette P. Myers, Dir. Claims Entry, 5T 
Gail Nathanson, Utilization/Review, MIA 
Colleen A. Parrish, Telephone Information Area II, 4T 
Suzanne M. Pickrell, Corporate Real Estate Operations, SWD 
Dyneshia J. Platts, Optical Scanning Operations, SWD 
Beverly A. Prescod, Comprehensive Suspense II, 4T 
Malissa P. Priester, Private Busi­ness Training, 3T 
Benita G. Primus, Local Group Enrollment, 6C 
Shirley J. Ray, Employment & Employee Relations, 1 T 
Bonnie H. Redlinger, Major Accts/ Broward County, 7T 
Laura J. Riggs, Major Accts/ Broward County, 7T 
Andrea L. Rolle, FEP Telephone Inquiries, 4T 
Kelly D. Smallwood, Manager Corporate Receivables, 11 T 
Alyson A. Streeter, Operations/ Claims/Membership, HTM 
Kevin R. Tincher, Direct Market Inquiries Over 65, 4T 
Ida M. Wiley, HOI Accounting & Reporting, 12T 
Jonni R. Wilkinson, Cost Account­ing, 2C 
Karin D. Williams, Optical Scan­ning Operations, SWD 
Ellen K. Willingham, V /R Polk, 
LKD 
Maryann M. Worts, Utilization/ Review, MIA • 
CUSTOMER SERVICE 
Respect For Seniors Do you regularly interact with senior citizens? If you do, treat them the way you like to be treated, with courtesy and respect • Don't assume a senior can't 
hear. Before you raise your voice to a senior, find out if he or she can hear and communicate well. It's better for them to ask you to speak louder than to insult them by shouting. • Get rid of the perception that 
seniors have to be treated like 
children. Don't resort to singsong cadences or childlike language when you're talking to a senior. • Don't be deceived into believing 
that the elderly don't know what's 
going on and won't realize it if you're talking down to them. Most do and will. • Do whatever it takes to avoid 
angering, embarrassing or frus­
trating the seniors you encounter. Remember -- some day you'll be a senior, too. How will you want to be treated when your hair turns gray? 
Source: Tony Fulginiti, public relations editor, 
Communications Briefings, February, 1990. 
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r Pursuit of Excellence ... 
tlity is an attitude. It doesn't have a beginning or a middle. And it 
\r not have an end. The quality of a product, and of the process of 
ing at that product, has to go on and on to become part of every em­
ee's mindset. 
I "Quality isn't something you can buy; it's something you must attain 
rough people. The quality improvement process is just ink on paper 
workers breathe some life into the process. 
"This sounds corny as hell, but everybody in an organization has to 
�ve that their very livelihood is based on the quality ·.of the product 
deliver. They must truly think that quality is the only thing that buys 
t groceries and pays their mortgage and puts their kids through col­
And they have to go after it with all the fervor of converts to a new 
ion." -- Lee Iacocca, Talking Straight 
ning together is a beginning; keeping together is progress; working 
her is success." -- Henry Ford 
ne advances confidently in the direction of his dreams, and endeavors 
re the life which he has imagined, he will meet with a success unex­
�d in common hours." -- Henry David Thoreau 
Quest For 
Excellence 
By Rejeanne Davis Ashley 
B usiness trips are business trips, 
unless the business at hand involves 
BCBSFs corporate sponsorship of 
the 1992 Olympics, in which case 
fun and games are the order of the 
day. So it was on a recent trip to 
Colorado Springs, Colorado, where 
I joined a group of other hapless 
designees from various Blue Cross 
and Blue Shield Plans in a series of 
escapades we affectionately called 
the Olympics from hell. Memorable 
events included The Amoeba 
Slalom, The SlobSled, and The Ping 
Pong Relay. 
For The Amoeba Slalom, groups 
of formerly dignified directors and 
vice presidents were tied together to 
run as one heaving mass around an 
obstacle course. In The Slobsled, a 
blindfolded driver, pushed by a 
breathless teammate, tried to 
navigate a Red Flyer wagon around 
traffic cones. During The Ping Pong 
Relay, a Plan president and CEO 
crawled on his hands and knees, 
blowing a ping pong ball from one 
side of a convention room to the 
other. Ah, the games. 
But of course there was a 
method to all this madness. The 
games were vivid, physical (and 
exhausting) demonstrations of the 
importance of teamwork, leadership 
and excellence -- the corporate 
themes for the 1992 Olympics, to be 
held in Barcelona, Spain and 
Albertville, France. 
The highlight of the coordina­
tors' workshop (no, it wasn't winning 
a gold and a silver medal in the 
Olympics from hell) was a stirring 
speech delivered by Olympic 
swimmer John Naber, who won four 
gold medals and one silver medal in 
PosTSCRIPT 
the 1976 Olympics. A tall, self­
possessed and dignified champion, 
Naber enthralled his audience with 
stories of Olympics -- the medalists, 
the aging champions and the unsung 
heroes of the games. 
On his quest for athletic excel­
lence, Naber developed and followed 
an eight-step process that led him to 
become a champion. He defines a 
champion as "an ordinary person who 
does something extraordinary." Now 
a successful businessman in Pasad­
ena, California, Naber suggests that 
the same steps he used to achieve his 
athletic goals can easily be translated 
into the personal and professional 
arena. 
The first step, Naber says, is 
basic. It begins with a desire, or 
dream of accomplishment. Profes­
sionally, you might aspire to be a de­
partment manager, or run your own 
company, or become president of the 
United States. Personally, you 
might want to win a marathon, write 
a novel or master a musical instru­
ment. You think about what it would 
be like to realize your dream and you 
enjoy the feeling that comes from 
thinking about it 
This feeling leads to the second 
step -- faith. You have to believe 
that you can realize your dream. 
You are motivated to achieve by an 
expectation of reward -- that desired 
feeling, the feeling of being a 
champion. 
The third step is to set concrete, 
measurable goals -- to make a 
decision to commit yourself to the 
dream. You decide how you'd like to 
be remembered and you determine 
how you will measure success. For 
example, in two years, you will race 
in and finish the Boston Marathon. 
Or, in five years, you will own and 
operate your own business. 
Once you've set your goals and 
time frame, the fourth step is to 
develop a plan and set a direction 
for yourself. Take inventory of your 
skills to determine how you get from 
where you are to where you need to 
be. 
The fifth step involves a series 
of little steps -- what Naber calls 
"stepping stones." These are your 
short-range objectives. Maybe your 
goal is to lose 45 pounds by the end 
of the year. A stepping stone might 
be that you'd determine to lose 5 
pounds a month. You can evaluate 
your progress regularly and adjust 
your diet or exercise routine if you're 
not meeting your short-range goals. 
The first five steps are all 
mental. The next three steps separate 
the winners from everyone else. 
The sixth step is hard work. 
Plenty of hard work. You must 
follow your diet, or do your exercise 
routine, or take your management 
courses or practice the piano -­
regularly. Determinedly. Doggedly. 
Naber has an expression for this 
phase of the process: No deposit, no 
return. If you're not willing to pay the 
price, then you don't deserve the 
reward. 
This leads to step 7 -- will­
power. Willpower wakes you up at 5 
a.m. on a cold morning to run 15 
miles. It enables you to pass up your 
mother's fresh-baked blueberry pie. It 
forces you to prepare twice as hard 
for a final exam. It's the opposite of 
"won't power." It is discipline. It 
"thins the field" most. 
After all the hard work and 
preparation and training -- both 
physical and mental -- the final step 
is performance under pressure: 
doing what you've trained to do or 
worked to accomplish when it 
matters most. It means that you 
deliver a polished, precise report to 
your boss. It means that you are 
fastest or strongest or smartest when 
it really counts. 
Naber's definition of champions 
-- ordinary people doing extraordi­
nary things -- allows each of us a 
dream of glory and sets us on our 
quest for excellence. • 
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March 20 
March 21 
March 22 
March 23 
March 27 
March 29 
COMING UP: 
Government Programs. National Association of Retired Federal Employees, 
North Miami Beach, 1 p.m. For information call Janet Crozier, (904) 464- 1 1 13 . 
Dade County Medical Advisory Committee Dinner. Starts at 6:30 p.m. For 
information, call Alicia Reddy, 1 (800) 634-4 1 1 8 .  
Medicare Part B General Seminar. The Marriott Bay Point Resort, 1 00 Delwood 
Beach Rd. Panama City. For information, call Betty Williams at (904) 798-
38 10. 
Government Programs. Longboat Harbor, Longboat Key. For more informa­
tion, call Janet Crozier, (904) 464- 1 1 1 3. 
Government Programs. Meese Health Center, Dunedin, 1 p.m. For information _, 
call Janet Crozier, (904) 464- 1 1 13 .  
Employees Club. Final day to turn in  all March of Dimes money raised through 
flat donations for the April 7 Walkathon. For more information, call Pam 
Stubbs, (904) 79 1 -6545. 
Paul B aroco discusses "Practicing Medicine in the 1990s . "  Pensacola Rotary 
Club, Pensacola, 1 2  noon. For information, call Todd Torgersen, (904) 484-
7500. 
Palm Beach County Medical Advisory Committee Dinner. Starts at 6:30 p.m. 
For information, call Alicia Reddy, 1 (800) 634-4 1 1 8 . 
April 7 :  Walkathon at Metropolitan Park. Join your co-workers in a IO-mile walk and raise money for the March of Dimes. Assemble at 8 a.m. ,  start the walk at 9 a.m. The goal is to raise $7,500 and have 400 employees participate. T-shirts and refreshments provided. For information, call Pam Stubbs at 791-6545. 
To publicize your department's upcoming events, please cal l  791 -6329. 
The deadline for submitting information for the Apri l calendar is March 1 5. 
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